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Top Management 
CHAPTER. I 
THE BANK'S ATTITUDE TOWARD 
PUBLIC RELATIONS AND THE 
RESPONSIBILITY AND AUTHORITY 
FOR IT 
Public relations in banking, as in other fields, is considered 
a top management .function. In order for any public relations program 
to succeed, it must have the blessing and enthusiastic support of 
1 the top management. 
The general consensus of the literature agrees with Ray A. Ilg 
in that: 
The first essential in a public relations program is that the 
entire bank management from the director down, must be sold on 
the fact that the public relations problem is an important 
one and that the division of the bank responsible for carrying 
out this program must have sufficient authority and 
cooperation to do its job properly. 2 
This means, then, that the chief executive must apply public 
relations at the point of policy. 3 If he does not, the public relations 
will not be effective. 
The key to banking public relations, then is assumed to lie in 
the cognizance of the bank president or those with the top role. This 
philosophy is summed up by Eric Hodgins: 
If he (the president) is aware that the problem of public 
relations exists and if he is adroit at it, the relations 
of his institution will be excellent without the need of 
any special assistance. If he is aware of the need, but 
not particularly adroit at it, then the services of a special 
officer and department in his company may probably serve the 
purpose. But if he is neither adroit at it nor aware of it, 
his situation is hopeless and nothing that any specialist, 
consultant or department can do will really ~olve the problem 
until he himself is aware of its necessity. 4 
"' 
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The top management must be aware of the importance of public 
relations, endow it with authority, and advocate its use. If they are 
not aware of it, the employees cannot be expected to be aware of or 
practice it. 5 
Cooperation, Control and Authority 
Public relations in banking is not limited to a department or 
a certain few people. In effect, it is regarded that everyone in the 
bank belongs to the public relations department. 6 11 Good public 
relations in banks is the sum total of the public relations of all 
the people in our banks - how they act, what they say and how they 
say it, what they do and how they do it." 7 
It is considered the function of the public relations department, 
however, to direct the activities of the various departments, to 
watch over them and guide them so that the total bank activities will 
be in symphony with each other. 8 
To do this, it is considered necessary for the public relations 
director to be able to cut departmental lines in the execution of his 
duties. But it is also cautioned that this must be done in such a way 
that it does not intrude on the authority of the department head. From 
the start, it must be made clear that it is part of the public relations 
officer's job and responsibility to review all activities of the bank, 
both internal and external, in the light of public relations policy. 9 
Despite the fact that there is a public relations officer in 
charge of public relations and he can cut departmental lines, it 
should be impressed upon department heads that this does not absolve --·~~==~============================================*======= 
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them from their own responsibility to public relations. 
Responsibility for Public Relations 
According to the literature, the responsibility for the public 
relations program in a bank depends to a large degree on the size of 
the bank and available personnel. 
In smaller banks it is considered that the public relations can 
be properly comtrolled by a senior officer. Under him will come the 
various field contact men, branch bank supervisors, the advertising 
manager and others who assist him. 11 
In all cases, though, it is recommended that 11 the head of the 
public relations department must be a high ranking officer of the bank, 
armed with authority and respect to see that the ideas and policies 
which he formulates have an opportunity to do their job." 12 By others 
it is further recommended that he be a major officer who has taken 
part in formulating the bank's policy. l3 
This position is considered important because by acting as part 
of the policy making group, the public relations officer will be better 
able to absorb the thinking of top management and explain it to the 
public, while at the same time, express his viewpoint in policy 
discussions. l4 
Added help can be given to the public relations officer by 
special public relations committees composed of directors, officers, 
or both, who can advise him on public relations activities. These 
committees, however, should not have the authority to approve decisions 
~ because it would bring undue delays and perhaps stifle the initiative 
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and enthusiasm of the public relations officer. l5 
Director's Qualifications 
The qualifications of the public relations director in banking 
are not specifically set down anywhere in current literature. The 
only general qualifications, as pointed out above, is that he is 
supposed to be a member of top management in the bank. It is supposedly 
assumed that by reaching this position he has the intelligence and 
ability to carry out the public relations function. 
General characteristics attributed to the position are that he 
must be chosen from the top management group because of talent, 
experience and special aptitude for the work. 16 He must also be able 
to work smoothly with others, l1 have the courage of his convictions, 
be alert, always accessable, honest about making mistakes, and have the 
qualities and persistence and faith. 18 
Adequate time is also considered a necessity for the public 
relations director. When possible he should be able to devote his 
full tiDV:l to public relations act-ivities. In cases where the officer 
cannot devote full time to public relations, another member of the 
staff can be chosen as public relations coordinator. And in small 
19 banks the assignment to public relations may also be part time. 
To also help the ~blic relations director, the services of an 
outside public relations consultant, if available and within the bank's 
means, may also be obtained to assist on special problems or in the 
. 1 f bli . . t. ti 20 appra1sa o pu c op1n1on or mo 1va on. 
II 
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Policy and Plan 
The public relations of any bank, regardless of size, in order 
to be seccessful must be established on a plan which calls for a 
'f' bli lat' 21 spec1 1c pu c re 1ons program. 
It is reconunended that before the bank establish a definite 
program three things be studied: 
(1) 
(2) 
(3) 
The community and its banking needs. 
The goals of the bank and the services the bank should 
render to meet these goals. 
The amount of competition from other financial agencies
22 and the way to meet this challenge on the local level. 
Following this analysis, three basic steps are recommended for 
a good public relations program: 
(1) Establish specific public relations objectives. 
(2) Set up a program to accomplish these objectives. 
(3) Fix the responsibility for doing this job in one 
Research 
person and give the person the authority he needs 
to carry out the program. 23 
A very important aspect of setting up a good public relations 
program and carrying through on it is continuing research. It is 
used as a basis for the original planning, directing the activities, 
and providing material and ideas for advertising and publicity, as 
well as being a prerequisite for an effective program. 24 
The current literature recommends both formal and informal 
research, such as customer questionnaires, personal interviews, staff 
conferences, for the purpose of determining customer potential, 
customer needs and wants, employee's attitudes, and the productiveness 
r 
" --
To conduct the variety of research over a period of time, one 
person may be assigned to direct responsibility or it may be divided 
up according to specific assignments. If one person is chosen he should 
receive training in research methods. Or, if no suitable person can 
be found to conduct the research, outside professional assistance is 
recommended. 25 
Duties 
The duties of the public relations director are not usually 
described in the current literature. These responsibilities may be 
generally ascribed to "concern every phase of the bank's operations 
26 
that has to do with people." 
MOre specifically they are characterized as being in the area of 
planning; advertising; publicity; employee, customer, community, 
stockholder and director relations; training; all communication; and 
business development. 
Ilg alone presents a detailed listing of the duties of the bank 
public relations director. These are: 
(l) 
(2) 
(3) 
(4) 
(5) 
(6) 
(7) 
(8) 
{9) 
(lD) 
Representing the bank to the public. 
Directing and coordinating all work to the end of strengthing 
ties with depositors and for the extension of business. 
All publicity and advertising. 
The development of branch offices. 
The development of business for all departments of the bank. 
Act as adviser in advertising in regard to development of 
business of affiliated banks. 
The development of data helpful in soliciting accounts and 
securing larger business from customers. 
Developing schedules for officers' visits to depositors and 
prospects. 
Arranging with all departments for the compiling and passing 
on of data helpful in developing prospects. 
Maintaining a 'new account' desk in the main banking room. 
6 
(11) 
{12) 
(13) 
(14) 
(15) 
(16) 
(17) 
(18) (19) 
Budget 
Taking action on data supplied by analysis department on 
unprofitable accounts to end securing greater income, either 
through service charges, reducing interest on increasing 
business. 
Soliciting new accounts from individuals and corporations and 
increased balances from customers. 
The supervision of the Information Booth, which handles 
inquiries and maintains records pertAining there to. 
Approving all printed matter going to the public, including 
stationary. 
Developing and releasing approved articles, news items, 
announcements, circular letters to the public; or customers' 
pamphlets, calendars, etc. of interest to the bank. 
Clipping and collecting, circulating and filing news items, 
publications, etc. of interest to the bank. 
Developing of branch offices, including preliminary surveys 
and business solicitation. 
Handling all suggestions and complaints of customers. 
Development of correspondent banks • 27 
The planning of a bank's public relations budget involves, 
first, the determination of the bank's policies and long-term objectives 
and second, the selection of the methods of procedure to achieve these 
objectives. 
The only correct way for a bank to plan its public relations. 
budget, therefore, is to plan its own long-range program and then build 
the budget to fit the program. It must make a detailed list of its 
planned projects and their estimated cost, advertising, the estimated 
cost of the solicitation of new business and publicity promotion. 
28 From this figure the bank can determine its budget. 
EMPLOYEE RELATIONS 
Philosoph;y 
7 
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public relations because it is through them that the personality of the 
bank is demonstrated. The bank's attitude toward the public, the 
fairness of its policies, the scope and excellence of its services, aqd 
the sincerity of its desire are lost if the employees do not do their 
part. 29 
"It is essential, therefore, that those directing the public 
relations program concern themselves with employee relations, and have 
the necessary authority to train and direct the bank's staff to carry 
on its very important role in public relations." 30 
Morale and MOtivation 
If the management of the bank wishes the employees to be loyal 
and enthusiastic about the bank and represent the bank well to its 
customers, then they must also be loyal and enthusiastic about the 
individual employees. "From the standpoint of the bank this applies 
to employee welfare, opportunity for advancement, fair salaries, proper 
working conditions, and employee training programs which will help 
the individual employees to realize his fullest potential." 3l 
The current literature points out the fact that the bank must 
motivate and direct the employee toward the goals that the bank has 
set for itself in public relations. The employee cannot be made to 
feel restricted or neglected 32 and the initiative and energy that the 
bank desires should be looked for and rewarded. 33 The bank should have 
an established promotion policy but they should also, as much as 
possible, get away from the idea of direct line promotion, while at the 
same time, they should provide machinery for grievances and inequities) 
8 
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Hiring 
Hiring of banking personnel should be a joint operation of the 
public relations and personnel officer. For it is considered that the 
foundation of public relations starts with the selection of new 
employees. 35 The public relations director should interview the 
applicants to pass on those who are material for further use in 
development of the bank and so that he will know what man power is 
.la le 36 ava~ b • 
New employees should be selected on the basis of recommendations, 
appearance, education, experience, aptitude tests, and the interviews 
themselves. 37 
Once the employee has been hired, periodic reports should be 
made on him to discover his progress and any special abilities. This 
should also include a rating upon public relations activities -- how 
he meets and deals with people. 38 
When a person leaves the bank's employment, the bank, through 
an employee interview and checks with department heads and other 
employees, should learn the reason for the person's leaving in order 
to determine if the bank can do anything to correct a wrong situation.39 
Orientation 
Ilnlrediately after the employee is hired he should be integrated 
into an orientation program which will familiarize him with the bank. 40 
An original orientation tour should be held on the first day of 
employment in which the employee is introduced to the bank's officers 
9 
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and inspects the various departments and services. He should also be 
given a series of talks on the bank's history, organization, services, 
departments and how they fit together, personnel and organization plans, 
physical layout, the present extent of the bank1 s business, its 
position with reference to other local banking institutions, and the 
bank's place in the · colllillUili ty • 4l 
If desired, this orientation, instead of being presented in one 
day, may be spread over a period of time in connection with the 
individual's traiiliilg. 42 
Training 
The training of employees divides itself into two categories 
(1) the learning of technical tasks (2) the learning of how to get 
along with people. 43 
And according to Dunn, there are four purposes of training: 
(1) 
(2) 
(3) 
(4) 
Helping employees to do their present job more efficiently 
and with the least expenditure of time and effort. 
Giving the employee the proper mental attitude toward his 
work, his fellow employees, the bank and the bank's customers. 
Preparing the employee to progress upward through the bank 
by building his knowledge of banking in general and his own 
bank in particular. 
Preparing the employees to be as.,effectivR4as possible in all business and goodwill-building contacts. 
The training in the bank can take a variety of forms, according 
to the literature. It may involve on-the-job-training, rotation 
through various departments and transfers, committee work, course 
instruction, l'IBetings and lectures. 45 
The use of training derived from educational facilities outside 
the bank, such as American Institute of Banking courses, the Graduate 
" 
School of Banking, conventions, field trips, college courses and night 
school, should also be supported and in many cases financed by the 
bank. 
46 
Dunn gives the most complete list of what should be covered in 
the bank training program: 
Historical background of the bank, departmental organization, 
general policies, personnel policies, employee benefit plans, 
discussion of department and services expected of the employee, 
courtesy, emphasis on proper choice of language and the use of 
the voice, employee responsibilities to the bank as well as the 
bank's responsibility to the employee, proper respect for co-
workers and handling oneself to earn the respect of others, 
dealing with customers and the general public, function and 
use of the telephone, discussion of advertising and merchandising 
programs, what the bank 'sells, ' the person's part in the bank 
operation, new busines$ building, letter writing, and public 
relations techniques. 47 
Officer training 
Training in a bank is not limited to employees. 11The executive 
officer must consider as one of his most important functions the 
training and leadership of the bank's management team, both for the 
immediate purpose of assisting and supplementing the present executive 
management and for the vital future need of ultimate~ succeeding to 
its responsibilities." 4B 
The officers of the bank should receive all top management 
information concerning the bank and in addition, through officer 
training programs, be furnished with knowledge current in economics, 
business and financial trends, public finance, and international 
affairs. 49 
These subjects and the training program itself can be covered 
ll 
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by staff members or outside speakers at meetings, suggested readings, 
committee assignments, junior membership on the board of directors, 
outside classes, training conferences and assignments. 50 
Group organizations 
Employee:-clubs and organizations also play an important part in 
51 keeping up the morale and enthusiasm of the employee. Because of 
daily contact employees develop friendships which find outlet in 
joining together for various social and athletic activities. 11As part 
of its personnel program, a bank should fasten on these activities as 
a means of developing unity of spirit with the bank organization and 
making daily work more pleasurable through common interest." 52 
The club or activities should be under the sponsorship of the 
bank and ·open to all .ambers of the bank staff. The members of the 
club themselves, tlmugh, should have the full responsibility for the 
planning and conducting of the schedule of social and athletic events. 5 
Communications 
The carrying aut of the above activities comes under the various 
methods of communications between the bank and the employees. And it 
is often upon the strength of these communications methods that the 
success or failure of _activities, such as the training program, lies. 
Manuals. The use of printed material to supplement the employees 
training is strongly recommended. 54 
The manuals and handbooks can contain background material about 
the bank, which it is felt is necessary for every employee to know 
12 
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. h th ubl' 55 d . al . t t' before he comes in contact WJ.. t e p 1.c an spec1. 1.ns rue 1.ons 
and procedures to be followed as part of the employee's job. 56 Special 
manuals are also issued for particular things such as sales, new 
t . t' d . t t' i 57 accoun s, organ1.za 1.on an 1.ns rue 1.on, sav ngs. 
Meetings. Meetings are strongly recommended as an important 
method of communication and training, and, at the same time, they 
convey the idea of the bank being a "family working together." 59 
The meetings, held on the bank's time for means of training or 
discussion, should always be interesting and informal. Films, 
illustrations, and visual aids should be used to maintain this interest• 
The meetings should be planned over a period of time to sufficiently 
fulfill the training program. Discussion should be encouraged among 
the group. For special effect, coffee, luncheons, and even dinners 
may be incorporated into the program. 59 
Employee publications. Banks should also use a staff publication 
or other forms of printed material which can be distributed to the 
employees or sent to their home. 60 "In all banks, other than very 
small ones, some form of written communication is advisable, particularl 
61 where there is physical separation of employees." 
The contents of the publication should be interesting and 
newsworthy. Included in it should be statements of new policies, 
changes in procedure, new services, changes in quarters, personnel 
shifts, social and athletic activities, accomplishments and appointments 
of staff members, announcements of new advertising and public relations 
programs, and personal notes. 62 
~ Suggestion systems • Suggestion systems are another means of 
_rb 1. ==~==~~~~~~~~~~~~~~~~~~===== 
communication in the bank, but it should not take the place of direct 
communication w:i th supervisors. To be successful, the bank must let 
those making the suggestions know that the bank appreciates their 
suggestions. Rewards should be presented and recognition shown. 63 
Bulletin boards. Bulletin boards are also effective. They must 
be placed where everyone will pass them at least once a day and the 
contents should be changed often to prevent it from becoming stale • 64 
Payroll inserts. Payroll inserts can also be used to convey 
short messages to supplement training on such subjects as attitude, 
loyalty, courtesy, interest in customers. The messages should be brief 
and signed by the president to remind the employees that the head of 
the bank is interested in them. 65 
STOCKHOLDERS & DIRECTORS 
Both the directors and stockholders are a vital part of the bank 1 
public relations team, but one considered by most of the authors as not 
66 being used to the best advantage by the banks. 
The stockholders and the directors, can assist the bank in a 
variety of ways. They are in themselves potential customers. They 
have outside contacts. They are representatives of the bank and they 
also represent conum.mi ty and political good will. 67 
It is one of the objects of the public relations, therefore, to 
generate the enthusiasm of the stockholders and directors so that they 
will feel a vital part and link in the operation of the bank. 68 
Stockholders 
Stockholders can be integrated into the bank's activities by 
stressing to them that (1) they own the bank and (2) they profit 
directly in proportion to the bank's fusiness. 69 This should encoprage 
them to take an active interest in "their" bank. 
To further relations with this group the bank should keep a 
personal record of each stockholder -- who they are; what their 
business is; what their various relations with the bank are -- so that 
they will know with whom they are dealing and how they can be of 
assistance. The bank management should also take a personal interest 
in the stockholder -- have a year-round program for them, invite their 
suggestions, criticisms and comments. And make all dealings with 
them interesting. 70 
Directors 
Directors play an important part in the bank's public relations 
because they have a major role in determining the bank's policy. 7l 
This gives them a natural interest in the bank, and it is this natural 
interest, according to Dunn, which can be cultivated into making them 
enthusiastic boosters and give them the mental attitude which will 
lead them to take direct action favorable to the bank. 72 
Lindquist suggests that the experience and assistance of the 
directors can best be channelled into active use by organizing a 
special director's committee on public relations and business developmen 
The literature stressed the point that the bank should strive 
to keep the stockholder and directors completely informed upon bank 
1 
73 
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activities. This should be more than the yearly financial report and 
should deal with all aspects of bank activities such as policy changes, 
what the bank is doing in the field of personnel relations, new 
business development, new services, and new officers. 74 
Three methods of·inforrning the directors and stockholders and 
arousing enthusiasm among them are annual reports, meetings, and 
letters. 
Annual Reports 
Annual reports issued by the bank need not be elaborate but, 
within the limit of finances should be attractive. They should also 
be easily read and use charts and tables which compare basis with 
previous years. Interim reports can also be given on a semi-annual, 
quarterly, or monthly basis. 75 
Additional public relations value can be derived from the annual 
report by distribution to important customers, prospective customers, 
76 business leaders, and to employees through a special form or 
thr h th h ubl . t• 77 oug e ouse p ~ca ~on. 
M:!etings 
The annual meetings of stockholders, evening meetings, and 
group conferences offer great opportunity to enlist the support of the 
stockholders in the bank's public relations activities by telling them 
how they can cooperate and by encouraging them to follow through on 
planned activities. 78 
The meetings should be interesting and constructive and built 
16 
around a social element such as a dinner or after-meeting refreshments. 
To make the meetings interesting, visual aids, films, charts and slide 
presentations should be used. Various officers of the bank should 
conduct the meeting so that it will not become monotonous and so that 
the stockholders or directors will get to know them. Questions should 
be encouraged throughout the meeting. 79 
Letters 
Letters and enclosures provide a means of keeping in constant 
contact with the stockholders throughout the year. Periodic letters 
and enclosures with dividend checks give the bank the opportunity to 
keep the stockholders informed. 80 
The bank should also send letters to new stockholders welcoming 
them, telling them about the bank's services and encouraging them to 
use them. Letters should also be sent to retiring stockholders. 81 
CUSTOMERS 
The bank differs from most businesses because it has no physical 
products to sell. It must sell only intangibles. The only merchandise 
82 
of the bank are ideas, services, security and future benefits. 
But_ in addition to this the bank faces another problem. Seldom 
does any bank have a commodity to sell that can't be duplicated by any 
other bank. For this reason the principle distinction between one bank 
and another lies in friendly and personal service with the customers. 83 
Because of this, the human relationship with the customer 
17 
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When a person is well and pleasantly served, it is natural 
to speak enthusiastically to others about this service ••• 
Banks have learned that a good word from one of its customers 
to his circle of acquaintances will do more than a~hing 
else to build the bank's reputation and business. 
It is through public relations, therefore, that the bank attempts 
to derive in its customers: 
(1) 
(2) 
(3) 
(4) 
Services 
A wholly satisfied clientele. 
A group so fully sold on the bank they are dealing 
with that they instinctively think of it first when 
they are in need of any other kind of banking service. 
Active supporters of the bank in their daily business 
and social contacts. 
Defenders o§5the bank whenever and wherever it is necessary. 
The bank must, as part of its obligation to the community, 
develop and devise new and improved banking methods and services to 
meet the changing concepts of business and industry. 86 But the 
services provided by the bank should be thought of as more than a 
product. They should be thought of and created as an instrument to be 
utilized in bettering the public relations of the bank. The services 
should be such that they can be used as good-will in dealing with 
their customers. 87 
Quarters 
In keeping with the atmosphere of warmth and cordiality sought 
through public relations and in meeting the characteristics of modern 
technology, the bank must make their quarters pleasant, attractive and 
friendly. 88 This includes customer conveniences as well as physical 
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characteristics. 
Although it is an accepted fact that most banking buildings are 
old, the building of new structures is not recommended unless such 
action is dictated for other reasons. Renovation and modernization are 
necessary for old buildings and should be made in accord with the need 
.a.Pd available funds. 89 
The exterior of bank buildings need not be modern but they 
should give the impression of 11 open-face frankness •" 90 If the 
exterior is old, long-range public relations plans should include its 
f . 1 . 91 re ac1ng or c ea~ng. 
Entrances should be inviting with doors made of glass or light 
metal. Ready access should also be available from parking lots and 
other streets. 92 
The layout of the bank lobby should be determined from the 
viewpoint of customer convenience. 93 It should provide direct 
passage to teller's cages and to other sections of the bank without 
94 having to break through lines or go around obstacles. It should be 
well lighted, 95 have attractive flooring, 96 and convenient and 
spacious desks for customers. 97 
Air conditioning, lowered ceiling, soundproofing, 98 wooden 
panels and trim, harmonizing walls and ceilings in quiet restful 
colors are also recommended. 99 
Teller's counters should have package ledges, footroom and 
100 
counter space. There is a great deal of disagreement as to the 
actual design of counters (eg. whether bulletproof glass should be 
used or they should be open) but it is generally agreed that counters 
====~=============================== 
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should be attractive, convenient, and tend to make transactions between 
101 tellers and customers personal. 
The working area of the employees should also be modern and 
designed for convenience. Furniture in the wor.l¢..ng area should be 
both functional and decorative. 102 
Other on-quarters special services, such as women's departments, 
women's lounges, Small Fry Windows, baby carriage storage and 
playpens should also be considered. l03 
Parking and Special Depositories 
Banks should provide parking either through their own parking 
lot or by making arrangements to pay customer's fees at a nearby 
privately owned parking lot. 104 Where parking lots are not available, 
it is of particular importance to install a drive-in window, l05 drive-
t b b nki 106 up owers or cur a ng. 
For the convenience of their customers, the bank should have 
after-hours depositories and, if the business warrants it, walk-up 
windows. l07 
Branch Banks 
Because of the increasing traffic problem and the fact that 
most banks are located in downtown areas, a bank should consider 
rendering better service to its customers through the building of 
branch banks. To determine where these offices should be built, a 
careful study of census traits and traffic counts should be made, 
using professional surveys if necessary. 108 --"~·==~F==========================================~====== 
HoUrs 
It is important to remember where bank hours are concerned that 
the bank is in business to render service and convenience to its 
customers. 109 Because of this, a study should be undertaken to 
determine the habits of the customers and the community at large. Some 
of the things to be determined in the study are: Where are the customers 
employed? What are their hoJirS? Do they have open time to get to the 
bank within the present hour schedule? Do they pass the bank to and 
from work and at what time? Where do they do their shopping? Are 
neighborhood stores open evenings? Are people cashing their paychecks 
and depositing their money elsewhere because they cannot get to the 
bank? How many customers closing their account do so because of 
inconvenient hours? What operating and personnel problems would result 
and what would be the cost. 110 
Banking by Mail 
Banking by mail offers wide area for promotion in attracting 
customers who could not personally visit the bank and make their 
deposits. In setting up a plan, care must be taken to make up for the 
lack of personal contact. Enclosures and other mailings sent to them 
offer an opportunity to express appreciation for their business and 
advise them of other bank services. lll 
Customer Contact 
There are three kinds of customer contact: face-to-face, 
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telephone, and correspondence. 
Face-to-Face. In face-to-face contact, the customer gets his 
most vivid picture of the bank. It is here that the personnel out 
weigh any other facet of the bank's public relations. For service 
that is keen, courteous, and alert, is the prime requisite for building 
custon:er good will. ll2 
In the treatment of customers, it is an unfailing rule that 
every customer get a prompt and pleasant reception when he 
presents himself for service and that undivided attention be 
given to fulfill his needs. The employee must be trained to 
give uniform courtesy to all customers, regardless of the 
size of their account or their physical appearance. Their 
affairs must be held in the strictest confidence and nothing 
said or done to give the customer any concern on the subject. 113 
Dunn presents a few more specific rules which should be followed 
in dealing with customers: 
(1) Always treat the customers pleasantly, know as many 
customers as possible and call them. by name. 
(2) Handle and return what the customer gives you with care. 
(3) Never speak in a condescending manner, direct your 
attention to the customer, don't argue, give careful 
and full directions, be sympat~tic, and draw the line 
between humor and freshness. 114 
Telephone. 11All employees who use the telephone become the bank's 
public relations representative and need training and testing in this 
medium, with coaching to overcome deficiencies." 115 
Among the recommena.d procedure for telephone public relations 
is: answer promptly ••• identify yourself and activity ••• concentrate 
your attention on the caller ••• supply information or service quickly, 
or put the person in contact with the correct source, or make 
arrangements to supply it later ••• be friendly ••• speak clearly and 
distinctly ••• be courteous ••• don't show anger or irritation ••• don•t 
22 
~~==~========================================~====== 
minimize the importance of any inquiry. ll6 
Correspondence. Correspondence is an important function of the 
bank and comes under the direct responsibility of the public relations 
director, who is responsible for training and for the selection of 
stationary and letterheads. These should express dignity and good 
taste and reflect the quality of the bank. ll7 
Letters written by the persomel of the bank should "say what 
they are suppose to say in simple, direct language, with a feeling of 
warmth and friendliness that builds customer good will.n llB Requests 
for information or service should be supplied immediately. And if 
this cannot be done, letters of acknowledgment should be written 
promptly with the promise that the information will be forthcorr~ng 
as soon as possible." ll9 
Care should be taken that all letters and statements are good 
quality with no erasures, careless printing over, smugged envelopes, 
or unreadable carbo.n copies. l20 
New Accounts 
The new account desk is important because it is the first real 
contact that the customer has with the bank and it is the last chance 
that the bank has to secure information. 121 Because of this, a 
new account should not be opened at the teller's window but at a desk 
where the person can be given undivided and uninterrupted attention by 
an officer or other qualified person. At the same time, he should also 
be given full information on other services provided by the bank and 
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available officers, and given a brie~ tour of the bank. 122 
Information 
The information desk should be centrally located and operated 
by someone who has complete knowledge of the bank and can give simple 
and complete directions. A supply of materials such as check books, 
deposit slips and advertising and pr~nted material should also be kept 
there for distribution. 123 
Complaints 
I Complaints should be handled ~y someone with authority to do 
! 
something about them. And upon settting each complaint a complete 
I 
written explanation of the cause, th1 history, and the settlement 
should be presented to the public relations director. 124 
Business Development 
The ultimate objective of the ~blic relations program of 
fi~cial institutions, just asiit is the reason for the 
existance of the business i tsel$, is the development of 
business for the purpose of ~ng a profit. Because a 
bank's profits come from the co4tinuance of business already 
on its books, it must be concerned with the retention of 
present business as well as wit~ the development of new 
business. 12!> : 
Following through on this reasoning, the public relations 
department plays a large role in the business development program 
of any bank. Orten it is responsible for development and operation 
126 
of the entire program. 
For such a program it is recommended that it be broken into 
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-two parts: business development, using present customers, and new 
business. The plan for this will be set up to include: 
(1) Business development 
a. Development calls on customers with major accounts 
to determine whether they have received information 
about other bank services that might be useful to 
their objectives. 
b. Calls on new and successor management. 
c. Cultivation of. second and third level principals 
in major accounts. 
(2) New Business · 
a. Calls on non-customers, with major accounts in other 
banks, accenting the two-bank idea (in which a 
combination of banks jointly undertake financing or 
servicing an account. 
b. ·Early calls on enterprises moving into the area. l27 
For the business development program, the number of calls over 
a period of a year will be set up to correspond with the account 
balance that the customer has in the bank. 128 
The American Bankers Association suggests: 
Up to $401 000 $Lo,ooo to $loo,ooo $loo,ooo to $5oo,ooo 
Over $500,000 
one call 
two calls 
three calls 
no limit 
The list for such calls, either for business development or 
new business, can come from new customers, old customers, stockholders, 
directors, officers, employees, advertising, newspapers, clubs, 
organizations, government listings, telephone directories, city 
directories, and commercial listings. l30 
The assignment to carry out the calls will go to both senior 
and junior officers, with special attention being paid to 11match 
executive with executive." 131 
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For the program an entire plan should be set up which will 
follow these steps: 
(1) Compile a limited number of prospects. 
(2) Get all the facts about the business of each. 
(3) Analyze their needs. (4) Determine the services you will offer them. 
(5) Anticipate every objection they may raise. (6) Line up facts in the most convincing order. 
(7) Arrange every meeting under the best auspices. 
(8) Group them geographically to save time in making visits. 
When making calls have a plausible justification for the visit 
and don't waste the prospect's time. State the business, talk 
intelligently, be polite and leave before the welcome is worn out. l33 
Employees can also take a part in the development of new 
business and should be encouraged to do so. They have a wide variety 
of contacts outside the bank and can be instrumental in solicitation of 
savings accounts, personal loans, small checking accounts, and safe 
deposit boxes. 
Such programs should receive wide publicity in the bank and 
participants should receive recognition and monetary reward for the 
business they bring in. l34 
COMMUNITY RELATIONS 
A bank's first responsibility is to meet fully the needs 
of its conmrumity for a good, sound bank. To offer a safe 
place for the deposita of funds, to use these funds in the 
way that they will best serve the community and its people, 
to provide for the quick exchange of funds -- these are the 
primary functions of the bank. And the first obligation of 
good-public relations is to relate thlse basic functions to 
the specific needs of the conununi ty. 35 
This is best exemplified in the ten-point commUnity program 
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and Cenwr: 
(1) 
(2) 
(3) 
(4) 
(5) 
(6) 
(7) 
(8) 
(9) 
(10) 
Planning 
Draw up a plan to guide your activities. 
Delegaw the responsibility to an individual. 
Try to develop some one program in which you are the 
prime mover • 
Cooperate in all worthwhile community programs, 
regardless of sponsorship. 
Offer your bank building for community meetings and 
display community projects. 
Encourage (and pay for) staff me:nfuership in community 
organizations. 
Develop staff speakers and encourage public speaking 
by bank people. 
Donate to all worthy charities and causes with the 
help of an equitable plan. 
Avoid politics, but lend your weight to moral and 
public issues. 
Do the unexpected, by taking an active part in the 
affairs of churches, schools and charities. 136 
A comnnmi ty relations plan is necessary for the bank because 
it enables the bank to do a more intelligent and through job and cuts 
down the risk of overlooking some important thing that should be done. 
The plan should cover all areas -- government units, private agencies, 
industrial development, private education, agriculture, and community 
needs. l37 
The plan itself should be based on two considerations: the 
number of programs and the number of officers available to control 
them. With planning, these programs need not all be set up at one 
time but coordinated with the bank's normal functions and other phases 
of the bank's public relations program so that they can build up 
slowly and be tested. 138 
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"Every bank should strive to have at least one connnunity 
project which is distinctive and original and carry this forward on 
an annual basis, so that it will be definitely fixed in the minds of 
the public as •the bank's party' or 'the bank's contest."' l39 11 The 
reason behind this idea of •carrying the torch' is that the bank gets 
the maximum amount of credit. There is something concrete to talk 
about.n 140 
The bank can direct their sponsorship toward particular 
comrrruni ty or area needs. In farm areas this might include campaigns 
for soil conservation, use of better seed and breeding stock, crop 
rotation, soil testing, scientific fertilizers, contour farming, 
mechanization. In urban areas it could be for new factories, and 
industries, hou~ing, and better schools and public facilities. 141 
The bank can also sponsor special events like women's forums, 
tax and finance forums, 142 Junior Achievement, 4-H or farm youth 
activities. 143 
Cooperation in Activities 
The bank should seek the opportunity to help in all worth while 
community activities to have the proper standing in the community 
mind and so that they will not become known as 11 not interested, 
reactionary, or a buncy of ~?#'s•'' 144 
Programs in this category include: better schools, better parks 
and playgrounds, clean-up programs, smoke abatement, better land use, 
and slum clearance • 145 
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Bank Building 
The bank building itself can be used to serve the community. 
Special rooms are recommended to be provided rent free as a comnrunity 
meeting place for organizations and committees. The rooms may also 
serve the double purpose of being an employee's lunchroom and lounge, 
a director's or staff training room. The opening of these roams to 
the public will go a long way towards making the bank a center of 
community activity. 146 
The bank's lobby and windows should be used for community 
displays. Included in this should be cultural displays of local 
handiwork, youth projects, hobbies, art and floral arrangements. 
Commercial displays should also be set up using the products of local 
industry and the merchandise of bank customers. Special charity and 
contribution displays and booths such as for the Red Cross and 
Community Chest are strongly recommended. 147 The lobby may also be 
used during special seasons for such things as caroling and special 
exhibits. 148 
Open house activities by the bank during special occasions 
such as anniversaries also contribute to community activities. 149 
Bank tours for students, teachers, ministers, women's clubs, 
such professional groups as attorneys and accountants, employees of 
customers, out-of-town visitors and convention groups are recommended. 
These tours should be set up by the public relations department and 
should use actual employees as guides. l50 
Organizations 
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The participation of both employees and officers in community 
organizations should be strongly encouraged for this is considered 
one of the keys to good community relations. Where this membership 
is considered in the direct interest of the bank, the bank should 
have a policy of reimbursement for all expenses incurred. l5l 
As part of this program the bank should make a check of its 
employees and officers to see what community organizations they belong 
to. After this has been done, they should determine what groups are 
not represented and then encourage representation in them. In all 
organizations, in order that the bank's spirit may be shown, its 
representatives must willingly assume their fair share of obligation. 
They should be active, contributing members and not dodge responsibility 
Speakers Bureau 
"Speeches and talks before community groups offers one of the 
very best ways to humanize the bank, draw closer to the people and 
demonstrate bank community spirit.n153 
Each bank should have a speakers bureau to furnish speakers to 
such groups as churches, schools, civic organizations, business 
associations, social and service clubs. And the bureau should be 
made up of both officers and employees. l54 
The speakers bureau should not be a passive group that speaks 
only when asked but should actively canvas for opportunities to speak 
on various subjects and topics. Once a member of the bank has spoken 
before a group he should follow up to find out how the speech was 
30 
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would like to hear other speakers. l55 
To provide a well rounded speakers bureau with different topics 
and subjects, the bank should encourage and pay for public speaking 
courses for their employees and officers. l56 
Donations 
Donations by the bank should be set up so that they are handled 
by one designated officer or a special committee• with large amounts 
subject to approval by the board of directors. l57 
All donations should be set upon a plan or through special 
systems such as clearing house control, bank cooperation, or percentage 
158 
of budget. 
The American B~ers Association suggests that a budget be set 
up appropriating a certain amount for the coming year. From this the 
donations to major charities will be worked out leaving a "miscellaneousn 
fund for unexpected contributions. 159 
Schools 
All the current literature stressed the bank's relations with 
schools. It is an important part of any bank's program because it 
serves two functions: it helps in education and it conditions future 
bank customers. 
Dunn sums up the idea of bank-school relations in the following 
paragraph: 
While paying close attention to all public relations 
possibilities for present benefit the bank should also 
build wisely for the future. One excellent avenue through 
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the coming generation. Why wait until the citizen, voter 
the potential customer is fully grown and well on the way 
to becoming 'set' in his thinking and attitudes before you 
pay attention to him? The time to build good will of five to 
ten years hence is right now and the place to build it is 
among the young people growing up. 
If they come in contact with your bank at an early age and 
grow to know it as a friendly, helpful, 1human1 organization 
they are hardly likely to grow up with pronounced anti-bank 
bias which apparently characterizes an appreciable portion 
of America's present adult population. Not only are young 
people very much worth cultivating in their own right but 
they afford a splendid means of influencing their parents 
favorably to your institution ••• The possibilities for 
attacking the public relations problems of tomorrow through 
the youngsters of today should be considered by every banker. 160 
There are five suggestions given for effective school relations: 
(1) The school-relations program should flow naturally from 
a cooperative relationship with school officials and 
teachers. 
(2) The program should be continuous. 
(3) There should be a definite plan with central control. (4) The bank's position should be that of offering helP-
fulness to the teachers, not of trying to do their job. {5) The attitude of top management is all-important. 161 
The general types of school projects which the bank may 
participate in include: 
(1) 
(2) 
(3) 
(4) 
(5) 
(6) 
{7) 
Actual instruction in financial subjects by officers 
of the bank as guests of the teachers. 
Teaching aids and other material provided teachers to 
assist them in teaching business subjects. 
The provision of printed matter of a non advertising 
nature on finance and economics for student supplementary 
reading. 
Giving or loaning appropriate films to the schools for 
use in their audio-visual programs and assemblies. 
Officers of the bank appearing before classes and assemblies 
to speak on banking and related subjects and submit to 
questions asked by the students. 
Inviting classes to take tours of the bank. And serving 
refreshments. 
Combined study-work programs for seniors, whereby the 
bank provides part-time work for seniors who do not 
contemplate going to college. lb2 
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Another strongly recommended project is the school savings system 
Other projects include conferences and summer work for teachers and 
scholarships and fellowships for college students. 164 
In planning all school activities, especially those involving 
teaching, special attention should be paid to the method of presentation 
so as it will correspond to the particular age group. 165 
GOVERNMENT RELATIONS 
Government relations are no longer a matter of choice for banks. 
For government permeates into almost every aspect of banking, where 
it is sometimes a menace and sometimes an aid. 166 
The literature concludes that good government relations, 
although there is centralized lobbying activity, is the job of each 
individual bank, and for full effect, each bank must participate in 
local, state and national government relations. 167 
It is suggested by Dunn that "bankers regard government officials 
as a 1publict to be cultivated through reasonableness as a preliminary 
to securing a more sympathetic view of the banking business in 
goverrnrsnt circles." 168 Lindquist, furthermore, because the bank 
is a community institution, says that the bank is responsible for doing 
all it can from the local level: 
The head of each bank will himself take the lead in this 
work {government relations) and call upon his officers to 
assist in maintaining the necessary contacts. He will 
become personally known to the key officials and see that 
every state and Federal legislator whose district encompasses 
the bank is known to some officer of the bank. This acquain-
tanceship will extend to local and state officials and all 
administrative and supervisory personnel who have any 
jurisdiction over the bank. 169 
33 
163 
" 
~ ~==~========================================9F====== 
The American Bankers Association recommends that every bank 
should have at least one officer who, in addition to his other duties 
keeps abreast of laws, regulations and rules and their impact on 
banking. 
(1) 
(2) 
It also suggests that this person: 
Should be known to local political figures. 
Should be identified with one specific community 
activity in order to demonstrate the fact that the 
bank is interested in the development of the general 
welfare. 
(3) Should take interest in one of the major political 
parties. (4) Should have the interest and support of the bank's 
top management to achieve maximum results. 170 {5) Should try to develop friendships with government people. 
The Association also states that the bankers themselves should 
not be afraid of the work "politics" and says that many bankers 
participate in it and some even run for office without damaging either 
their own careers or the bank's business or reputation. l7l It also 
says that the bank itself should take a nonpartisan attitude toward 
politics, unless i~ is in a community that is solidly in one direction, 
then it may be all right to reflect the partisanship openly. l72 
The officers and staff of the bank, individually, should be 
permitted to support any party of their choice. 173 
ADVERTISING 
Public relations comes into bank advertising because it is not 
enough that the bank bring its advertising message just to customers 
or to people they hope to have as customers. 11The advertising base 
nru.st be much broader, for it is a vital function of banking that every 
citizen recognize the importance of banks to his community and the 
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essential part they play in modern life." l74 
Banks are private enterprises, but they operate under public 
charters and must look to government for their continuance in 
business. Legislative halls are considered the place of 
decision, but the Ultimate destiny of banking rests in the 
nation's ballot boxes. If banks can be sure of the answer 
there, they need have no fear of their future. This job of 
creating better understanding of the banking system and 
interpreting its functions and serv;ces is a job for which 
advertising is admirably suited. 17~ 
Because of this the bank must utilize institutional advertising 
and, in fact, all bank advertising, no matter how direct, must have 
some characteristics of institutional advertising. 176 
Planning 
Every bank must have a plan for its advertising and a poor plan 
is considered better than none at all. 177 
The advertising plan should be based upon complete knowledge of 
the bahk's services, its competition and potential markets. l78 The 
media should be selected carefully considering cost and circulation. 
They should not be selected strictly on their individual merits, but 
rather as a group so that they can be used in proper relations and 
proportion to each other. 179 
Once the plan has been set up it should be carried through as 
a continuing process, and while directed at audience interest, should 
be a true reflection of the bank and its policies. 180 
Responsibility 
Regardless of the size of the bank it is suggested that one 
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states that this is the responsibility of the public relations director 
when he says, "The planning and execution of the bank's advertising 
belongs in the hands of those charged with responsibility for the 
whole public relations program, with control centralized in one officer 
181 in charge." 
The reasons for central control include: 
(1) 
(2) 
(3) 
(4) (5) 
(6) 
(7) 
Better planning, continuit,y of action. 
Better working relations with agency and counsel. 
MOre efficient follow-through with the program. 
Central source of information, inspiration, consultation. 
Better ~o-way relationship with top management in planning 
and execution. 
Easier contact with service concerns, press, writers, 
advertising salesmen, and others. 
By having one person in charge of advertising it becomes 
worthwhile for him to learn about advertising. 
It is also recommended that the bank make use of local or nearby 
advertising agencies and syndicate services. 
Stresses 
The stress of bank advertising, according to the literature, 
should be laid in the following areas: 
age of bank, stability and safety, experience, sound management 
and good counsel, convenience of location, modern quarters, 
special services and comfort, prestige of doing business with 
a bank of excellent reputation and clientele, friendliness, 
danger of inflation, the importance of thrift, the part the bank 
plays in modern business, parking service, drive-in and after-
hours banking, bank by mail service, special hours, women • s 
departments, business and development counsel, credit information, 
opening of new buildings, branch offices, an~versaries, special 
displays, civic projects, holiday messages. 1 3 
Budget 
I 
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as methods of determining the bank's advertising budget: percentage of 
deposits, percentage of capital funds, percentage of net earnings, 
percentage of gross earnings, and arbitary decision. 
The Financial Public Relations Association, however, presents a 
plan, which with slight variations, is presented throughout the 
literature as a more accurate means of determing a budget. This plan 
includes an analysis of the services, media and "targets" and uses as 
its starting point the average advertising budget used throughout the 
country - about $1,000 per one million dollars in deposits. Local 
conditions, prospective growth, special events, public opinion, are then 
analysized and, depending upon the results, the original $1,000 per 
million in deposits is added to or subtracted from to produce the 
final budget. 184 
News~rs 
Newspapers are the biggest advertising media of most banks. 
Almost 100 per cent use them for up to one~third of their entire 
advertising budget. 185 
The advertising in the newspapers should be tailored to the 
community and the particular characteristics of the bank itself~ 186 
To be effective it must have eye-catching illustrations and layout, 
arresting headlines, convincing copy, easy to read typography and must 
187 be presented as a continuing process. 
Radio and Television 
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literature to be expensive. Most of the programming is directed at 
news broadcasting, weather forecasts, and spot announcements. 
Before a bank attempts to use either of these media is should 
"study carefully the listening habits of the people of the community. 
Included in this study must be the rising habits of the public, the 
hours at which news and market programs are wanted, and the use of 
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radio at noon hours and through the day." 
Special programs directed at the particular audiences are 
recommended but it is cautioned in using either radio or television 
to give the program or announcements long enough to bring results. 189 
Direct Mail 
Direct mail serves as a good media of reaching those people who 
cannot be contacted personally. It has three functions: to retain 
old customers, get new ones, and sell new services. l90 
It can be used to place institutional messages about the 
bank in the hands of influence groups, and selected prospects. 
It will strengthen and emphasize a newspaper campaign through 
the mailing of reprints and advertising. It can produce leads 
for personal solicitation through inquiries and requests for 
booklets and information. It will produce facts, information, 
opinions that will give a sound foundation for advertising 
and sales campaigns • 
It will pave the way for personal calls. It will provide a 
follow-up to inquiries received from other forms of advertising. 
It will itself produce inquiries and actual sales through 
cupons and reply forms. It will provide the basis of a list 
for future mailings. 191 
Direct mail advertising includes more than the mailing of letters 
It also includes folders, pamphlets, booklets, blotters, postcards, 
broadsides, reprints of posters and advertising, calendars, inserts, 
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dividend notices, annual reports, and house organs. 192 For the best 
results from this material, it is suggested that it be sent in series.19 
It is also recommended that letters be sent to new residents, 
new depositors, people who close accounts and to other customers upon 
fitting occasions, such as the anniversary of the opening of their 
account and upon promotions and awards they receive. l94 
The lists used in direct mailing should be constantly checked 
and should be kept as accurate and up to date as possible. Such 
direct-mailing lists, may come from customer's lists, voting lists, 
club and group membership lists, open house reception lists and from 
other lists previously mentioned in this thesis. 195 
Outdoor Advertising 
Outdoor advertising should be governed according to the 
principles of location, brevity, design, dominance and pleasing effect. 
196 It should also be tied in with other advertising. 
Recommended types of outdoor advertising include posters, 
highway signs, and electric name signs outside the bank which may 
include clocks, thermometers, and news bulletins. 197 
Point of Sales 
The bank should also use its own windows and lobby for display 
advertising. In addition, inside the bank there should be des~ signs, 
posters, and book racks for the bank's printed material. Blotters, 
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booklets and other advertising should also be left in various places 
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Other Advertising 
other types of advertising recommended are car cards, school 
newspapers, house publications, calendars and novelties for special 
events. 
Research 
The bank should constantly check the effectiveness of its 
advertising by using such research techniques as: 
Sales tests 
Cupons and inquiries 
Opinion polls 
Recognition tests 
Memory tests 
Metered tests 199 
PUBLICITY 
••• publicity fills a vital place in the public relations 
activities of evf!ry bank. It can influence public thinking 
about a bank and, over the years, bring the difference 
between success and indifference. It can set the tone and 
character of the bank and keep its name before the public --
so important in this competitive and fast-moving world of 
today. It will help to remove pre~88ice and distrust that 
comes from lack of understanding. 
Function 
There are three primary functions of the person in charge of the 
bank's publicity. They are (1) to represent the bank in all press 
relations, (2) to clear the bank's news releases and features that 
are designed for publication in the press and for broadcasting, (3) 
to prepard and supervise the preparation of all news releases. 201 
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Responsibility 
The responsibility for the bank's publicity should be fixed 
in one person who is designated to act as a spokesman for the bank. 
This person should be an officer who has direct access to the policy 
making of the institution and who can speak with authority and 
knowledge when dealing with the press. 202 
Lindquist states that the publicity for the bank should be the 
direct responsibility of the senior officer in charge of public 
1 . 203 re at1.ons. 
Press Relations 
An effective publicity man should be on good working relations 
with the press. He should know the editors, staff and particularly 
the reporter who covers his bank. If not, he should set out to 
cultivate this friendship. In his contacts with the press, he should 
be helpful and occasionally entertain them. 204 
As a service to them, he should offer to act as an interpreter 
for any financial news they receive from outside the bank. The 
publicity man should also keep his eyes open and provide the reporters 
with tips on stories he knows to be happening outside the bank. 205 
News Conscious Staff 
A very useful part of a good publicity set-up is a staff that 
is news conscious. Both the officers and employees should be taught, 
through conferences and lectures, what news is and the value of 
publicity. This will provide the bank with many news items and human 
interest stories which otherwise may have gone unknown. 206 
Pictures 
The bank should have some arrangement so that they can provide 
pictures to accompany their news stories. 207 
Making News 
A bank need not necessarily wait for news to happen. Often 
they can make their own news by doing new things, by tying in with local 
events, by assisting in promotion of civic programs, and by planning 
08 special activities of their own with a view of publicity possibilities. 
Radio and Television 
Radio and television should not be forgotten as a publicity 
media when sending out press releases. Special releases, in a radio 
and television style, should be sent out as they are for newspapers. 
The releases should be addressed to the news department or to the news 
commentators themselves. 209 
Material for Releases 
All the current literature on banking publicity includes a 
list of various sources of news material to be found within the bank. 
Lindquist, however, presents the most complete listing. It is as 
follows: 
~ Statement of Condition: 
~~,~~================================~====== 
-Growth in deposits 
Loan services 
Stockholders t Annual Meeting 
Preliminary armouncement 
Report after meeting 
Annual report to stockholders and community 
Capital Structure: 
Changes and increases 
Dividends decl~red 
Directors: 
Elections 
Retirement or death 
Mention as a director of the bank in news stories about 
his business or public activities 
Officers: 
Original appointment 
Promotions 
Anniversaries of service 
Public appearances and addresses 
Honors received 
6ivic appointments and activities 
Foreign travel 
Articles or interviews on banking subjects 
Retirement or death 
Personnel: 
Announcement of new key personnel 
Educational activities, inside and outside the bank 
Social and athletic activities 
Anniversaries of service 
Significant promotions 
Community services and offices 
Stories on hobbies 
Profit-sharing on bonuses 
Retirement programs 
Bank anniversaries: 
Advance announcements 
Stories of activities 
Banking quarters: 
New buildings 
Remodeling 
New branch offices 
Drive-in and.parking facilities 
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Installation of clocks, floodlights, etc. 
Youth activities: 
4-H and FFA projects 
Participation in Junior Achievement 
Scholarship and prize awards 
Bank tours by youth and teachers 
School visits and talks 
Exhibits of products, arts and craft 
School savings programs 
Community activities: 
Participation in charity drives 
Leadership and support of civic improvement projects 
Activity in public functions 
Support of public services 
Better housing and zoning 
Historical observances 
Farm improvement programs 
Securing new industry 
Finance forums, other sponsored meetings 
Financing of local improvements 
Exhibits and displays in bank 
New services and departments 
Installation of new equipment and facilities 
Changes in rates and charges 
Christmas Club disbursements 
Trust appointments 
Important visitors to bank 
Huma • te t t . . . t' . b k 210 n ~n res s or~es or~~na ~ng ~n an 
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CHAPTER II 
THE PUBLIC RELATIONS PROORAM OF THE 
ROCKLAND-ATLAS NATIONAL BANK OF BOSTON 
History and Background 
The Rockland-Atlas National Bank of Boston was first incorporated 
in 1855 under the name of the Rockland Bank, and was chartered under 
the National Bank Act in 1864 as the National Rockland Bank of Roxbury. 
In 1925 the name was changed to the National Rockland Bank of Boston. 
The present name was adopted in 1948 when the bank merged with the 
Webster and Atlas National Bank of Boston. 
According to the Rand-McNally "Bankers Directory," 1957 edition, 
from which the representative banks were selected, total resources 
of the bank were $1211 922 1000. The capital stock authorization for 
the bank was $2 16001000. 
Services provided by the bank include domestic banking: checking 
accounts, savings accounts, special purpose accounts, commercial loans 
and colateral loans; foreign banking; personal credit loans; time 
sales finance; personal and corporate trust services; bond and safe 
deposit boxes. 
Public Relations Director: Duties, Responsibilities 
Public relations for the Rockland-Atlas National Bank is under 
the direction of Joseph T. Donovan, a vice president. He assumed these 
duties in 1948, as the bank's first vice president in charge of 
advertising and public relations, when given the opportunity to remain 
" 
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-at his old position or begin the advertising and public relations 
department when a merger caused a duplication of his job. 
In this function, although his chief responsibility is public 
relations, he is responsible for the direction of the bank's advertising 
and "doubles in brass" at all levels of the bank's operation because 
of past experience and background. 
The direct responsibilities of the public relations department, 
which is looked upon as a coordinating function, includes customer 
relations, bus·iness development, advertising, the direction of branch 
banks, and personal advisor to the president. 
The objective of the department is to create in the public mind 
"an image of how the bank sees itself. 11 This is: not only as a service 
unit, but as an organization with a strong sense of public service. 
And it is Mr' • Donovan 1 s belief that public relations is expressed 
through the bank's service: "How it is rendered; how it is followed 
through on." 
He feels that there are two basic public relations problems 
facing the Rockland-Atlas Bank and commercial banking in general. 
The first is in the area of customer relations and providing the 
~1stamer and the general public with the services they desire. The 
second is in guarding against the overextension of these services and 
the overextension of other bank activities. 
Mr. Donovan has had his background in the general field of 
banking with particular accent upon the accounting section. He has 
had no formal training or education in public relations and has gained 
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~ most of his knowledge through experience and readings in the field of 
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banking public relations. 
The entire bank staff, both employees and officers, is considere 
by Mr. Donovan as being part of the bank's "public relations team," 
but the formal department consists of himself and two secretaries; 
one for advertising and public relations and the other for business 
development. 
The bank has never sought the aid of an outside public relations 
counsel because it has felt no particular need for such services and 
because of budget limitations. 
Chain of Command and Authority 
As the head of the public relations department, Mr. Donovan 
reports directly to the president of the bank. There are no formal 
written reports, all reports are strictly verbal. These reports are 
usually made at a weekly business development meeting at which loans, 
policies, customer contact, and other bank activities are discussed 
and reviewed. 
Being a vice president of the bank, Mr. Donovan functions 
directly on the policy-making level. He attends all policy meetings 
and has an equal voice with all other vice presidents. 
The public relations department, itself, according to Mr. 
Donovan, has the full support of all the bank's management. The 
department, partly because of Mr. Donovan's rapport with individuals 
in other departments and his knowledge and experience, has free access 
to all other departments so that he can review and direct their 
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The president of the bank, H. Frederick Hagemann, Jr., is 
particularly conscious of public relations and sales and it was 
through him that the public relations department was first established. 
Officers, particularly those at "contact points with customers," are 
also believed to be conscious of public relations. There are weekly 
meetings held with all supervisors, and it is believed that information 
from these meetings "filters down" to the employees through personal 
contact to make them public relations conscious. 
Although the bank's public relations department has the support 
of the bank's management, its relationship with directors and stockhold-
ers is not close. Just as there is no committee of officers on 
public relations, there are also nocommittees of directors or stock-
holders. (Director and stockholder relations will be treated further 
in the section allocated to them.) 
Plan and Policy 
The Rockland-Atlas National Bank has no formal public relations 
plan in writing. This is attributed to the fact that the bank carries 
on too many activities at the present time and that there has not been 
sufficient opportunity to formulate and write down these plans. The 
overall plan, as stated in the objectives is to create an image in the 
public mind of how the bank sees itself • 
There is also no formal research carried out in connection 
with public relations activities. The planning and direction of the 
public relations program is limited to policy committee meetings 
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by the individual members of the bank's management, is considered 
sUfficient at the present time to dictate a sound poD.cy. 
Research is carried out in the operational functions of the 
bank but here it consists chiefly of empirical study and a knowledge 
of other operations and past experience. To supplement the empirical 
study the bank will often call in experts to get their views and ideas 
on how the bank is handling the activity. 
Mr. Donovan feels that the bank's public relations is successful 
and that the public thinks as well of the Rockland-Atlas National Bank 
as any other bank in the area. This he attributes to the idea that 
the bank does not say it is friendly but the fact that they~ 
friendly says they are friendly. 
He also considers the bank's public relations as good as any 
in the area. He explains this by saying that a person takes their 
bank for granted until he has a gripe and then he brings it to the 
attention of the bank. It is because of the lack of gripes that he 
feels the bank's public relations is successful. 
He feels, though, that the bank's public relations can be 
improved and this would be through further inward effort and employee 
training which will make the bank's employees representative of the 
bank and its policies. The expansion of this program at the present 
time is detered by lack of time and budget. 
The public relations budget of the bank is combined with the 
bank's advertising budget. This is derived through a knowledge of 
expenditures from earlier years and based upon what the bank wishes 
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upon production costs and the anticipated expense of holding certain 
events, is considered "liquid" and can be expanded or contracted 
during the year. 
EMPLOYEES 
Background 
The Rockland-Atlas National Bank employees 340 people in its 
main office and five branches. Among these people, employee turnover 
is the lowest in the Boston area. Turnover in the bank for the last 
quarter was only eighteen per cent while other Boston banks averaged 
over 30 per cent. High turnover, very predominant in banking, is due 
to the large staff of female clerical help who leave the bank for 
better jobs, marriage or because of pregnancy. 
Fmployee Program 
There is no formal, overall employee relations prograJn at the 
Rockland-Atlas National Bank. Such activities are carried out at 
the department, sectional, or group level by the person directly 
responsible. 
Hiring 
The bank has a personnel department but this is devoted mainly 
to the hiring, keeping of records and paying of employees. Although 
the public relations department does have a "measure of influence" 
with the personnel department, mostly advisory, it does not participate 
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because the bank feels that the hiring of employees is an operational 
function which should be handled solely by the personnel department. 
Seeking employees. The bank, through the personnel department, 
does have a system of seeking out and hiring high calibre employees. 
This year the bank reached out directly to the schools in search of 
such employees. The bank helped sponsor a "College-Bank Day" in 
which interested students attended a program, including speakers, 
luncheon and a tour, which was designed to orientate them to careers 
in the field of banking. 
Selection. The employees of the bank are selected on the basis 
of tests furnished by the American Bankers Association, their experience 
in banking or the clerical field, education and interviews. The 
interviewing of employees is extensive and carried out by the personnel 
department. Each employee is interviewed by the supervisor in the 
operating department in which he is seeking employment and, for major 
positions, often by several officers and vice presidents from other 
departments. 
Evaluation. After an employee has been hired, there is no formal 
periodic report made to evaluate his work. His work is evaluated by 
the personal appraisal of his immediate and department supervisors. 
This is done through discussion at committee meetings and is felt to 
be sufficient for the purpose of evaluation. There is no evaluation 
whatsoever on the person's public relations activities and how he deals 
with customers. This is considered desirable by the bank but is 
impossible to carry out because of the lack of time. 
Severance. When a person leaves the employeement of the bank an 
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attempt is always made, again through the personnel department, to 
discover his reason or reasons for leaving. This is to see if the bank 
can take any corrective action to rectify mistakes or correct 
unsatisfactory conditions. This is done through a separation interview 
with the employee. 
Orientation and Training 
There is no formal orientation program in the bank. This 
activity is carried out on an informal, personal basis through the 
individual's immediate supervisor. Since the bank is small it is 
believed that employees obtain orientation information over a period 
of time through these personal contacts. 
There is also no formal training program. Training is strictly 
related to the job and operative functions and again given through the 
individual supervisors. The training consists mainly of the recognition 
of job requirements. A formal training program has not been instigated 
in the bank because of a lack of time and because of limited budget 
for such activities. 
The officer training program consists of hand picking people 
with potential and training them through a sponsor system in which a 
bank officer directs, trains and guides the individual. These officer 
trainees are rotated through the bank to learn the different aspects of 
banking. They also receive special instructions from the sponsoring 
officer who makes co~ttee reports on the individual's progress. 
Communication Within the Bank 
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Communication to the employees in the bank is done mainly 
through direct face-to-face contact, but memorandums and departmental 
meetings are also used. According to Mr. Donovan, face-to-face 
communication, in the form of personally giving the individual 
information or criticism, is used because there is an "extremely good 
relationship" between employees, supervisors and top management. Memos 
are used because they provide a personal form of communication which, 
at the same time, reaches a large number of people. The departmental 
meetings are set up at the discretion of the individual departments 
and deal solely with departmental matters. 
Handbooks and Manuals. The bank has no type of handbook or 
manual either for orientation or training. This is because the bank 
is felt to be too small for such needs and that a proper job can be 
done by using the above methods. Mr. Donovan believes that handbooks 
and manuals should be used only in large banks where actual courses of 
instruction are conducted. 
Employee publications. The bank has no employee publication. 
Such a publication was attempted under the editorship of a female 
clerical employee on a part-time basis. The publication was discontinu-
ed when the employee found that she did not have sufficient time to 
carry out such activities along with her banking duties. 
Meetings. The bank does not hold meetings with employees other 
than those covering departmental matters. There are regular meetings 
with supervisors and it is believed that information presented at these 
meetings,then filters down to the employees. This is substantiated, 
Mr. Donovan believes, by the large amount of feedback he and other 
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department heads receive from the employees. 
Suggestion System. There is no suggestion system within the bank 
This has been considered but not acted upon because it is felt that 
the employees go freely to their supervisors, are articulate and the 
bank has a good upward communication system. 
Bulletin Boards. The bank does use bulletin boards. These are 
located in the main office and at all the branch banks in areas where 
the employees pass at least once a day. Material on the board varries 
and is changed often for variety. 
Payroll Inserts. Payroll inserts are used regularly by the bank 
to present material on customer relations and particular aspects of 
banking. In addition to using payroll inserts such material is also 
sent directly to the homes of employees. 
Other Aspects of Employee Relations 
Attitud~ Surveys. The bank has never conducted an employee 
attitude survey. This is attributed to the belief that employees are 
already free to express their opinions and attitudes through other 
methods and means, such as direct communication with supervisors. The 
lack of time was also mentioned as a reason for not carrying out such 
a survey. 
Employee Clubs. The bank does sponsor an employee club which 
is run directly by the employees. Funds for the club's operation 
are provided by the bank, with the chief function of the organization 
being an annual Christmas Party. 
Promotions. Employees throughout the bank are watched by their 
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individual supervisors and advanced to higher salary scales and 
positions because of individual achievement. The different levels 
of the bank are also watched to make sure that there are qualified 
individuals ready to move into positions of authority and res~onsibility 
Benefits. The bank has an extensive program of incentives and 
benefits directed at retaining employees. It is also now considering 
a point-merchandizing system to give employees rewards for business 
development. 
Grievances. There is no system for handling grievances within 
the bank. This again is considered to be handled through direct 
communication with supervisors and through their personal ability to 
rectify such conditions. 
Retirement. The retirement age for both employees and officers 
is 65 years of age. Retirement is, however, open to the discretion 
of the directors who may allow an individual to continue in his position 
either because he is doing a good job or if there is no one to fill 
the vacancy. There is no retirement age for directors. 
STOCKHOLDERS & DIRECTORS 
The Rockland-Atlas National Bank has 797 stockholders, with the 
greatest amount of its stock being held by Boston area savings banks. 
It also has 22 directors. 
Program 
The bank has no formal program for dealing with either the 
directors or stockholders. Any activities in this field are usually 
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determined by the presence of particular circumstances, and are carried 
out through the bank's president, who is considered the contact point 
for both stockholders and directors. 
The bank, at one time, did attempt a director participation 
program but this, according to Y~. Donovan, met with complete failure. 
The program included weekly luncheon meetings at which the bank's 
officers and the directors met for the purpose of discussion and 
business development. At that time briefs on present and potential 
customers were presented to the directors who were asked to offer 
suggestions or ideas on the best way to develop or obtain the account. 
The directors, however, did not respond to the bank's effort and in 
the words of Mr. Donovan "We found that all we were doing was having 
lunch with the directors, so we canceled the program." 
Mr. Donovan attributed the failure of the program to a general 
apathy among the directors due to the fact that they are preoccupied 
or interested in their own businesses or activities. He believes that 
in order for such activities to be successful the initative must arise 
in the directors and without that initiative such bank-sponsored 
programs cannot succeed. 
Much the same was found to be true with the stockholder program. 
Since most of the stock is held by local savings banks which take 
little personal interest in the Rockland-Atlas National Bank there 
seems to be little to be gained from an active stockholder program. 
Representatives of these large bank stockholders are met daily in 
business transactions and it is felt that no other contact is necessary. 
For this same reason there has been no survey to determine what the 
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stockholders know about the bank and its services because it is assumed 
that they are fully informed. Since other stockholders are in the 
minority there is no year-round program set up for them. 
Little is done for stockholder meetings because turnout, again 
attributed to the daily contact with representatives of large stock-
holders., is small and the average only about five per cent or 40 
people each year. Even with a small turnout, the bank attempts to 
make the meeting interesting by having several of the bank's officers 
as speakers and follows the meeting with a luncheon. 
There is no central file on stockholders because of the reasons 
presented above, but information on each stockholder is available in 
other bank files. The bank does make several efforts to keep all 
their stockholders informed and to keep at least minimal contact with 
them. All stockholders are sent quarterly interim reports as well as 
annual reports, dividend enclosures, a periodic information service 
letter, the bank's business letter, "Viewpoint" containing information 
of interest about the bank and economics, and personal letters from the 
president when the opportunity presents itself. All this material is 
well prepared, including many reprints of speeches and articles by 
nationally known experts in banking and economics, and Imlch of it 
contains information about the bank's services and encourages the 
stockholders to use them. 
The bank also sends letters to both new and retiring stockholders 
but does not have the personnel to keep track of outside accomplishments 
or achievements of stockholders. 
A.,..,..,,.,. 1 or. 
57 
-The annual report is a well.writt~n, two color, six by nine 
inch, 73 page booklet that observes all the characteristics of a well 
produced annual report. It contains among other things highlights of 
the year's activities, charts of increase and growth, six pictures 
including two artist concepts of the new building and interior, a 
simple-styled letter from the president explaining the year's activities, 
a list of bank services, officers and directors, and a list of 
publications printed and distributed by the bank during the year. 
This publication receives wide distribution as a public relations 
tool by having it sent to area business men and government leaders. 
The annual report is also displayed in the bank's bookrack for distribu-
tion to customers. 
CUSTOMERS 
There is no formal, written customer relations program for the 
bank. This is because it is believed by the public relations director 
and the bank's top management that providing the services the customers 
need and want constitutes all the public relations program that is 
needed. 
There has been no general customer research done by the bank 
because the management and the public relations director feel that the 
bank is located in a metropolitan district where the large area and the 
variety of customers does not lend itself to this type of research. 
In specific areas and localities where branch banks are located, 
research by outside research firms has been carried out to determine 
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customer potential and banking needs. (This research is necessary in 
order to meet state and national banking regulations.)· 
Customer Relations Training. As demonstrated previously, there 
is no formal training of employees-in customer relations. Syndicated 
material on customer-employee relations and contact, such as that 
placed in payroll inserts, is used to a small degree, but most training 
is done on an individual, personal basis or through observation. The 
bank has not pursued these activities because it is felt that the 
employees are well aware of the bank's policy on customer service and 
this tends to meet the need for the present. 
New Accounts. New accounts, if possible, are always handled by 
an officer. The new customer, regardless of the size of the account, 
is always treated in a friendly way, given through attention, and 
presented With material which explains bank services and urges him to 
use them. At the time of the initial interview, the customer is 
judged and evaluated to determine how much time should be devoted to 
him. If the account is large or the person important, he is given a 
tour of the bank, an introduction to other officers and perhaps the 
president. All customers are introduced to the teller who will service 
them. 
Information Desk. The bank has an information desk located 
directly in front of the door and the female receptionist has been 
trained to give information and directions to the customers and to 
assist them however possible. There is no literature or other material 
located at the desk but such material is easily available at nearby 
customer-desks and counters, and the receptionist is free to circulate 
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about the bank to obtain such materi~l. The desk does not keep a 
record of inquiries or services provided because it is felt that it is 
there to serve primarily for directions. 
Services. The bank provides a number of services all of which 
have public relations value. Among these is the fact that the bank 
is the only one in downtown Boston which has customer parking. Each 
of the bank's branches also has either customer parking or drive-in 
windows. There is also banking-by-mail service and night depositories. 
At the present time the bank is also working out a system of 
extra hour banking to determine what are the best hours for customer 
convenience. The bank through an extra-hour window located at the main 
office now provides 20 hours of extra service between the hours of 
8 and 9 A.M. and 3 and 6 P.M. daily. 
The public relations director feels that the bank is providing 
services equal to any other local bank. 
Branches. In addition to the main office the bank has five 
branches located in the Boston area. The public relations director 
works closely with these branches and was responsible for the selection 
of their sites. These sites were located through research and through 
a general knowledge of the area and local conditions provided by the 
public relations director and other bank officers. 
Complaints. All complaints are handled by the public relations 
department. The bank is particularly conscious of complaints and 
makes every effort to correct and rectify t,l1em. Upon the receipt of a 
complaint it is handed directly over to the public relations director. 
Quarters. The bank and each of its branches have all been 
remodeled within the last two years. The main office has just reopened 
after complete renovation. The design of the building is completely 
modern and observes all the characteristics of the criteria established 
in the first chapter. 
The furnishing of the bank is also modern and attractive. Tellers 
cages are designed for customer convenience, as are desks and writing 
tables. All areas are also easily accessable from the doorway. 
Business Development. The business development for the bank is 
handled by a separate staff of specially trained men who devide their 
time between business development and regular bank duties. In business 
development the public relations department serves orily in an advisory 
capacity. The pUblic relations director sits in on all weekly business 
development staff meetings.where he takes part in all discussions and 
evaluations of present activities. 
At the present time, employees do not participate in the business 
development program, but a system of points for merchandise prizes is 
now being considered to reward them for their part in such programs. 
COMMUNITY RELATIONS 
The bank has no community relations program because of the belief 
that Boston, being a metropolitan district, is too large an area in 
which to have a workable community relations program and that most 
community activities are already being covered by other groups and 
organizations. 
For the same reason there is no community research done in the 
metropolitan area to determine community attitudes or needs. The 
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exception, as previously mentioned, is in seeking locations for branch 
banks. 
The bank will, regardless of sponsorship, cooperate in all 
"worthwhile" activities but at the present time limit most of their 
activities to the Community Fund and the Chamber of Commerce. 
The.bank itself sponsors no special activities and this is 
attributed to the belief that such community activities are already 
being covered. The bank did at one time sponsor a series of five 
''Women Is Forums" at the cost of about $.51000 each. These were designed 
to instruct women in banking and finance, and were held in a large 
downtown auditorium where the women were addressed by leading experts 
in the field. More than 700 women attended the forums but, according 
to Mr. Donovan, the bank did not realize 11a nic~el Is worth of business 
from the entire venture." Because of this the forum was dropped. 
Contributions. Contributions by the bank are limited to all-
inclusive community activities. These are handled either by the public 
relations director or another operations officer. Large contributions 
are set and passed by the executive committee and personal requests, 
as a matter of policy, usually turned down. 
Membership. Again because the size of the metropolitan district 
there is no formal encouragement of officers and employee participating 
in or belonging to community clubs and organizations. Even though 
the bank does not encourage membership, many of the bank's officers 
do belong to organizations and the bank has a list of these. Reimburse-
ment is not the policy. 
Building. There is no meeting room in the bank for community 
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groups or organizations. This again is attributed to the fact that the 
bank is located in a metropolitan district and the belief that there 
are sufficient places for such activities. The lack of space is also 
a secondary consideration. 
The bank uses both window and lobby displays for all worthwhile 
projects or sauses, but such activities in both the main office and the 
branch banks are limited because of space. At the present time, 
with the remodeling of the main office, a program of window-lobby 
displays is being considered. Under this proposed program, displays 
will first be presented in the windows and then brought into the bank 
lobby where they will again be displayed in a slightly different manner. 
Qpen House. No community open house is held by the bank because 
it is.felt that it would not be successful in a metropolitan district. 
Expenses would be too high, crowds too large to handle, and little 
real value would be gained by the bank from such activity. The bank 
limits its open house to what they call "family open house," comprising 
the families of employees and officers. These are held on the opening 
of branch offices or, as in the case of the home office, with the 
remodeling of a bank. 
Such open house activities include sending personal invitations 
to the families of the employees, tours of the bank, a luncheon, and a 
number of displays featuring such things as old currency and one 
million dollars in currency. Souvenirs are given out and special 
effects, such as taking pictures of children at their father's desk 
or place of work, are. also used. 
Tours. Tours are believed by the bank's public relations director 
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to be a good idea, but have not been initiated because of the lack of 
time to do so formally. The bank did hold a tour for Bank-College Day 
but this was staged for a specific purpose and is not part of a 
continuing program. 
Speakers Bureau. The bank has no speakers bureau nor does it 
solicite opportunities to speak. This is because there has been no 
time to set up such a program and because of the busy schedule of the 
officers no additional strain is desired to be put on them. 
Only two people in the bank are regular speakers: the public 
relations director and the bank's president. All these speaking 
engagements are upon request and most of them are before banking groups. 
School Programs. The bank has no school relations program, 
with the exception of the Bank-College Day previously mentioned. This 
again is because the bank feels that because it is located in a metro-
politan area such programs would be too extensive and expensive and 
little value would be reaped from such activities since schools and 
students are spread over various areas, many of which are not covered 
by the bank. 
GOVERNMENT 
Government relations are coordinated by the public relations 
department. There is no formal program but all bank officers are 
encouraged to take an active part in government relations and to know 
as many government officials as possible. An example of this activity 
is that many of the bank's officers, including the president, serve on 
charity and community committees sponsored by Boston's mayor. 
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The bank, according to Mr. Donovan, is also outspoken on many 
political issues and economic matters and writes statements and 
pamphlets on many economic-political subjects which it distributes 
throughout the community. 
Because of past experiences with both stockholders and directors, 
the bank has not attempted to integrate these two publics into their 
government relations activities. The same is true of employees. 
Although the bank does not encourage them to take part in political 
activities employees are permitted complete freedom to do so. 
ADVERTISTNG 
Responsibility: 
ing. 
Another of Mr. Donovan's duties is to handle the bank's advertis-
He has had no formal training in this field and has gained his 
knowledge through experience since taking over as vice president in 
charge of Advertising and Public Relations. To assist him, Mr. 
Donovan uses a New York City advertising agency to plan and place the 
advertising. Upon occasion he also makes use of syndicated material 
from the American Bankers Association and the Financial Public 
Relations Association. 
Program 
The bank's advertising program is planned and worked out in 
conjunction with the advertising agency. The media in which the bank 
advertises is selected by the advertising agency through studies of the 
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particular groups the bank wishes to reach. 
There is no program to test the effectiveness of the advertising. 
This is because it is believed that the area is too large to conduct 
tests which will produce any conclusive findings. 
Stress in Advertising. In their advertising, the bank uses both 
sales and institutional messages. The sales advertising stresses 
mainly services, loans, and savings. Institutional advertising stresses 
the value of saving, the danger of inflation, and the pursuing of a 
sound economy. 
~dia. The bank's advertising is confined mainly to newspapers, 
radio and direct mail. 
In newspapers the bank uses a standard 8 by 14 inch advertisement. 
Sales advertisements are placed weekly, on a rotating basis, in all 
major Boston newspapers. This is supplemented once monthly by an 
institutional advertisement in all the major Boston newspapers. 
Radio advertising is the bank's only attempt to reach a mass 
market. This consists of 25 minutes weekly of public service programm-
ing -- news and weather reports -- on two Boston radio stations. 
There is no television advertising because the media is 
considered too expensive. 
Direct Mail. The bank, according to Mr. Donovan, uses a great 
deal of direct mail advertising. This is in all forms and includes 
syndicated material as well as that written personally by the public 
relations director. The mailing lists for this material are selected 
to prescribe to the particular need, both from customer files and 
commercial lists. 
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The bank also has a policy of sending letters to new customers 
and to custom3rs who have .:closed accounts. 
Other Advertising. The bank uses outdoor advertising only in the 
immediate vacinity of the main office or the branch banks. This is 
to emphasize and draw attention to the immediate presence of the bank. 
other outdoor advertising is not used because of the large volume of 
outdoor advertising in the area and because it is believed that out-
door advertising not in direct proximity to the bank serves little 
value in drawing customers to the bank. 
Point of sales advertising is used throughout the bank to draw 
attention to particular services. This consists of signs, displays, 
and posters. The bank also has a bookrack prominently displayed which 
features a great deal of advertising material. 
In addition to newspaper advertising the bank also advertises 
in national banking magazines and in local and regional journals and 
magazines. This is not done on a regular scheduled basis but is 
placed only upon occasion. The bank also advertises weekly in "Banking 
News," a banking newspaper. 
The bank does not use give away advertising. Occasionally it 
has used such things as calendars, diaries for savings accounts but 
does not make a practice of this because it is felt that it brings 
discredit to the bank for having to give things away to get customers. 
The bank does not use car cards or any other type of advertising 
because it is felt that this is not profitable. 
PUBLICITY 
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-The public relations director is also responsible for the bank's 
publicity. He has had no formal training in this field but has gained 
his knowledge through experience. 
Recently he has successfully handled the bank's publicity 
through a $10,000 hold up and a $63,000 embezzlement, both to the 
satisfaction of local newspapers and the bank management. 
Relations with the press and other media are considered to be 
"fairly good" although the bank does not entertain media persormel nor 
has it ever offered to help interpret financial news for them. The 
bank does not feel that such activities are necessary. 
Tips on stories happening outside the bank are never given to 
newspapers because it is felt that this might be interpreted as a 
"breach of confidence." 
Although the bank does participate in affairs and events that 
sometimes gain publicity, it does not particularly seek publicity and 
confines most of its stories to business news and shys away from 
human interest stories unless they are especially good. 
Mr. Donovan does not believe that the bank staff is very 
conscious of news or the value of publicity because the oank has 
never directed any effort in that direction. This is because the bank 
limits publicity mostly to news stories and does not seek other kinds. 
News releases are sent out in the form of information or 
information sheets and not as written newspaper or radio-television 
releases. For pictures, the bank has recently purchased a camera. 
The bank does not have a great deal of stories in local news-
papers. Many of the stories are directed at national coverage and sent 
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directly to wire services. 
MOst of the bank's publicity stories concern promotions, staff 
changes, and financial accomplishments. 
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CHAPTER III 
THE PUBLIC RELATIONS PROORAM OF THE 
MERCHANTS NATIONAL BANK OF BOSTON 
History and Background 
The Merchants National Bank of Boston was originally incorporated 
under Massachusetts law in March 1831 and chartered under the National 
Banking Act in July 1864. In December 1956 it merged with the Day 
Trust Company and in March 1958 acquired the Pilgram Trust Company. 
According to the 1957 edition of the Rand-McNally "Bankers 
Directory" total resources of the bank are $202,658, 000 and the 
capital stock authorization is $4,525,ooo. 
The bank's services include general banking, safe deposit, trust 
service, transfer, foreign service, credit and tax departments. The 
bank is a member of the Federal Reserve System and the Federal Deposit 
Insurance Corporation. 
Public Relations Director: Duties, Responsibilities 
Public relations for the Merchants National Bank is under the 
direction of Edward v. Hickey, Director of Advertising and Public 
Relations. 
In this capacity he has no formal assignments other than those 
of advertising and public relations, with the exception of business 
development which is engaged in by everyone in the bank. 
The duties of the department include all direct public relations 
activities, responsibility for some aspects of personnel relations 
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advising officers and departments on all phases of public relations 
and all literature prepared and distributed by the bank, and the 
preparation and placing of all advertising. 
Mr. Hickey considers the objectives of the public relations 
department two-fold. The first step is "helping the public to 
understani the bank, 11 and the second is "interpreting the public to the 
bank." The first objective is derived through a humanization of the 
bank and its officials and the correction of misassumptions which have 
occured over the years. The second step involves observing the bank's 
publics to determine how the bank's efforts are received and what the 
public wants from the bank. Because of a deep heritage of conservatism 
in North Eastern banks, Mr. Hickey feels that the second objective is 
proceeding much slower than the first. 
The major public relations problem facing banking today, accord-
ing to Mr. Hickey, is one of competition. Since World War II the finan-
cial field has been advancing both with new services and new sources 
of customers, and, at the present time, most banks and financial 
institutions offer comparatively the same services. Since this is 
true, the important feature in sales, derived through public relations, 
becomes "how you wrap the service." The second problem is creating 
the image of "confidence and friendliness" in the bank. This means 
interpreting the bank's new policies to the public and eradicating old 
ideas and misassumptions about the bank and banking. 
The major public relations problem facing the Merchants National 
Bank is one of raising its status to that of a modern bank. In 1900 
the Merchants National Bank was the largest in Boston and was considered 
the most "respected and solid" bank in the community, a bank which 
catered mostly to the "rich and Boston well-bred." For more than 50 
years the bank tried to live on the reputation it had gained at the 
turn of the century and during that period not "one cent" was spent on 
advertising. By 1950, it was "practically dead" and had been outgrown 
by every other. bank in the community. It is now the public relations 
department's function to change the old image of the bank and create 
a new one which will help the bank recapture its original position. 
Before coming to the Merchants National Bank as director of 
Advertising and Public Relations in 1954, Mr. Hickey worked in the 
field of advertising and public relations for 20 years. His background 
includes advertising for Lever Brothers, working for local advertising 
agencies and some experience in market research. 
The advertising and public relations department consists solely 
of Mr. Hickey and one secretary. On special assignments he can obtain 
the services of other bank personnel. 
The bank has never used outside public relations counsel because 
of budget limitations and the belief by bank officials that the bank is 
progressing at a sufficient rate and such services are not needed. The 
services of the Financial Public Relations Association are used by the 
bank to cover specific needs but the bank does not make much use of 
the American Bankers Association because its services are too general. 
Authority and Top Management 
The head of the public relations department reports directly to 
a vice president of the bank, Mark c. Wheeler, who inturn reports to the 
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-bank president. These reports are not written or presented on a formal 
basis hut are considered a continuing function and are made on a 
day-by-day basis. 
The public relations department functions on a policy making 
basis only to a "minor degree." This, according to Mr. Hickey, is 
because many of the bank officers feel that anyone who has not come 
up through the field of banking cannot be an authority or expert on any 
phase of banking. What influence on policy Mr. Hickey has is done 
on an informal basis in personal contact. 
In other relationships the public relations director does have 
the full support of the bank's top management. For the Merchants 
National Bank is the only bank in the Boston area which has a public 
relations director trained in the area of advertising and public 
relations. This came about through the efforts of the bank's president. 
It was through his direction, after he assumed office in 1950, that 
the bank launched its first advertising program in 50 years and in 
1954 created the department of Advertising and Public Relations which 
Mr. Hickey heads. 
The department is also set up so that it can advise and counsel 
other departments of the bank on public relations problems. There 
are also weekly meetings of the bank officers where problems of 
business development and public relations are considered and discussed. 
Mr. Hickey believes that both officers and employees are aware 
of the part they play in the bank's public relations and he said that 
75 per cent of the bankts employees who come into contact with customers 
have been indoctrinated, through face-to-face contact and personal memas, 
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to give the kind of service the bank advertises. 
Policy and Plan 
The Merchants National Bank has no written planned public 
relations program. This, according to Mr. Hickey, is because such a 
plan might tend to limit the bank's operations in public relations. It 
is believed that the bank's public relations chould be fluid and such 
a planned program might channel the operations too much. 
To this date, the bank has not undertaken any formal research 
despite the feeling that there is a definite need for it particularly 
in the area of marketing. This is because the budget and the desire 
to wait until SUfficient funds can be allocated to such research which 
will guarantee a program which will not give misleading information. 
Mr. Hickey believes that the bank's public relations is as good 
as any in the area but feels that there is still room for improving 
the image of the bank in the minds of the public. This is what the 
bank will attempt to do through public relations and advertising in the 
future. Mr. Hickey feels that at the present the chief accent should 
be placed on advertising. 
The public relations budget is directly under the advertising 
budget. This budget is determined on a calculated plan of expansion. 
Since 1953 the advertising budget of the bank has grown from $10,000 
to $105.,000 per year. This expansion is expected to continue but the 
bank is conscious of a point of diminishing returns for such advertising 
outlay. When this point is reached such funds may be channeled to 
other public relations activities. 
EMPLOYEES 
Backgro'Wld 
The Merchants National Bank employees 700 in its main office 
and five branches. The turnover among these employees is high, about 
30 per cent yearly. 
Employee Program 
There is no formal employee relations program in the bank. Such 
activities are left up to the individual sections and departments 
but comes generally under the personnel department. The public 
relations department takes little part in these activities. 
Hiring. The public relations department takes no part in the 
hiring or interviewing of new employees unless specifically asked to 
do so. This is because the personnel department.is felt to be made 
up of experts and the public relations director does not want to 
interfer with its duties or assume any of its authority. 
Seeking Employees. The seeking of employees is done solely by 
the personnel department with the public relations department taking 
no part in the activity. 
Selection. Employees are selected on the basis of both inter-
views and tests. The tests are provided through the American Bankers 
Association. 
Evaluation. Once an employee is hired, on the anniversary of his 
employment, an annual report is made to evaluate his work and progress. 
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Included in this report is a rating on how the individual conducts 
himself with public relations activities in meeting and dealing with 
customars. This evaluation is carried out by the personnel department. 
Separation. When a person leaves the employment of the bank, 
a personal separation interview is always conducted to determine the 
person's reasons for leaving. Harmful situations are corrected through 
the personnel department. 
Orientation and Training 
With the exception of an employee handbook, which will be 
discussed later, there is no formal orientation program for new 
employees. This is because the pUblic relations department has not 
had sufficient time to formulate one • 
Upon the acquisition of the Pilgram Trust Company such an 
oreintation program was carried on to familiarize the employees of the 
new addition with the Merchants National Bank and its operations. As 
part of this program the employees were brought to the bank in small 
groups where they were given a day-long tour, luncheon, and where they 
heard bank officers and were allowed to ask questions. This orientation, 
according to Mr. Hickey, was of great help in easing the transfer of 
Pilgram Trust Company employees into the Merchants National Bank. 
Training of employees is limited strictly to job or clerical 
training. This is conducted through the personnel department on an 
on-the•job basis and the public relations department has no contact 
with it. 
Officer training is conducted on an individual sponsorship basis. 
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The candidates, about seven a year, are selected individually and then 
rotated throughout the various departments of the bank where they are 
taught bank operations both by personal instruction and on-the-job 
training. 
Outside courses of instruction, particularly those offered 
through the American Institute of Banking, are encouraged for 
everyone in the bank. The bank also pays for all completed and passed 
courses. 
Communication Within the Bank 
The bank communicates to employees through face-to-face contact, 
memos, the employee handbook, and the employee publication, although 
this is not generally used for such purposes. Personal contact at the 
supervisory level is by far the most common and, it is believed, 
effective means of communicating to employees. Memos, usually directed 
to departments or particular sections, offer a more formalized type of 
contact and communication. 
Handbooks and Manuals. Employee handbooks are distributed by 
the personnel department when an individual is hired. These handbooks 
include a background and history of the bank, a presentation of the 
bank's services and functions, a code to explain what the bank expects 
from its employees, and a list of benefits the employee receives. 
Employee Publication. The bank has an employee publication, 
issued quarterly, which is edited and written by a staff of employees 
on company time. The public relations director acts as an advisor for 
this publication and holds regular meetings with the staff, but the 
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bank does not attempt to influence it in any way and will not attempt 
to place anything in it which the employees do not want. 
Meetings. No general meetings are held by the bank because it 
is believed that the staff is too large to do so. There are meetings 
on the departmental or sectional levels, but these are not under the 
central control of the bank and are held for specific departmental 
purposes. 
Suggestion System. At the present time the bank has no suggestion 
system. Such a system was attempted in the past "but met with no 
success." According to Mr. Hickey, there were no really good contribu-
tions from the employees although suggestions were strongly encouraged. 
There is no system of reward in connection with the plan. 
Bulletin Boards. The bank has an extensive display of bulletin 
boards placed at strategic spots throughout the bank and at all branches. 
The bank changes the material frequently and often uses present 
advertisements and booklets. Employees are also allowed to place 
cartoons and personal notes on the board to increase readership and 
interest. 
Payroll Inserts. The bank does not use any type of payroll 
insert because it is believed that this is a violation of the individual' 
privacy and that the pay envelope is for pay alone. 
Other Aspects of Employee Relations 
Jtnployee Attitude Surveys. The bank did conduct one such survey 
but, according to Mr. Hickey, it was not successful. There was 
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reluctant to answer either oral interview schedules or written 
questionnaires. An additional problem faced by the bank is that due 
to the high turnover of employees within a short time samples are 
liable to become inadequate and nonrepresentative of the employees. 
Employee Clubs • The bank sponsors the Merchants National 
Association, open only to, and run by, employees. The bank furnishes 
funds for the annual Christmas Party with the exception of one dollar 
a year dues paid by each employee to give them the feeling of participa-
tion. 
Promotion. There is a promotion policy in terms of wages but 
not in terms of position. Promotions are made on a policy of seniority 
and employees must wait until the death or retirment of superiors 
before they can be promoted to a higher position. This is because the 
system is firmly entrenched at all levels of the bank and a change 
would cause conflict. 
Benefits. The bank is very active in this area. Employees 
of the bank receive up to 27 per cent of their salary in special 
benefits-such as pensions and insurance plans. These is also a merit 
wage increase plan which to some degree supplements position promotions. 
Grievances. Grievances are handled mostly by the supervisors 
in the particular department where they occure. The personnel director 
is also always available to listen to grievances and complaints. At 
one time the president also had a column in the employee publication 
in which he answered all questions submitted to him about the bank 
and its operations and policies. This was run regularly until the 
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Retirement. There is a definite retirement age for all officers 
which is rigidly enforced. This is 60 years of age. There is, however, 
no retirement age for directors, of which three are now over 80 years 
of age. 
STOCKHOLDERS & DIRECTORS 
The Merchants National Bank has 11 200 stockholders with the 
controlling interest of stock in the hands of area savings banks. 
It has 24 directors. 
Program 
There is no formal program for either stockholders or directors 
at the bank. Certain phases of such programs have been attempted but, 
according to Mr. Hickey, have produced little value. It has been noted 
from these activities that interested individuals will seek out the 
bank and volunteer their services while others cannot be motivated to 
such endeavors. This is particularly true of younger men who are 
attempting to get ahead. 
Reports, both anrmal and interim, letters and other forms of 
information are sent to the stockholders and directors as a matter 
of policy but because of past reactions there is not a strong effort 
made to seek comments or suggestions or to have stockholders and 
directors assist in such phases of the bank's activities as business 
development. 
Since the majority of the stockholders and directors are 
customers of the bank, which the bank officers meet in daily contact, 
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it is felt that this presents ample opportunity for the development of 
the individual accounts. 
The only form of communication never used by the bank to 
communicate with stockholders is the dividend insert or enclosure. 
Here, as in the case with employees, the bank feels that such enclosures 
are a breach of privacy. 
There is no special file on stockholders because it is felt 
at the bank that it knows all major stockholders on such a basis that 
formal relations are not necessary. Material on most stockholders is 
found in various other bank sources. 
Attendance at stockholder meetings generally does not exceed 
ten people. Because of this the bank makes no special effort to 
center such meetings around social affairs or to use special effects 
to make them interesting. The bank has, however, for the last four 
years, sponsored a banking seminar for stockholders and directors at 
which financial specialists present lectures. These seminars are made 
interesting and often incorporate social activities. 
Annual Report 
The annual report is a well written four-color 6 by 9 inch 
booklet which makes good use of both pictures and charts. The pictures 
include specially posed action shots which give appeal and interest to 
stories written around their central theme. There is also a letter 
from the president, a short synopsis of the year's activities, and a 
list of directors and officers. A semi-hard cover uses a gold relief 
of the bank's symbol, a lighthouse, and the year of the report. 
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The report is also used extensively as a public relations tool 
and is sent to business men and leading citizens throughout the area. 
About 9,000 copies are distributed yearly. 
CUSTOMERS 
The bank has no formal public relations program for customers 
but attempts rather to meet situations as they occure. At the present 
time the bank is attempting to create a new image of itself, one of 
friendliness and service. Through its present advertising, which 
stresses the theme, "Where the man you talk to IS the bank, 11 the bank 
is attempting to create a group of customers which for all their 
banking needs thinks of the Merchants National Bank first. 
The bank has not yet attempted any research in the area of 
customer relations but considers that such research is essential and 
has plans to do so in the future. Immediate research is linri ted because 
of time and budget, since most of the budget is allocated for advertis-
ing. 
Customer Relations Training • The training of the personnel in 
customer relations is conducted by the personnel department and Mr. 
Hickey, by self admission, claims that he takes no part in it and is 
not aware of how it is conducted. 
New Accounts. New accounts are handled on a personal basis 
with an attempt to have the person opening the account follow through 
on all future activities with the customer. With large accounts the 
customer is given a tour of the bank, introduced to various officers 
and the teller who will serve him. 
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Information Desk. There is no information desk located at the 
main office or any of the branch banks. Guards are instructed to help 
customers and visitors to the bank and give them information and 
directions. Literature and other material recommended to be kept at 
the reception desk is conveniently located at various tables and 
writing desks throughout the bank. 
Services. The bank in attempting to be a "bank for everybody," 
now provides a variety of services many of which have public relations 
significance. 
The bank is the only bank in the downtown Boston area which has 
a drive-in window. The bank also features bank-by-mail service and 
night depositories at its main office and branch banks. The bank also 
has an extra-hour window at its South Station branch which provides 
banking five days a week from 8 A.}i. to 6 P.M. This is now being 
tested to determine if the hours are practical for banking service. 
Branches • The bank has acquired many of its branches through 
merger or acquisition, and, as a result, they are located in the places 
of their original founding. In several cases this was considered to 
be an ideal location ans was in itself a primary consideration in 
merging or acquiring the bank. At the present time with the merging 
of the Day Trust Company, the bank has two branches in the same 
immediate local, one of which was purchased for prestige. Plans, 
however, are being considered to discontinue one of the offices. The 
sites for branch banks are picked from a knowledge of customer 
potential, local need, and area potential. 
Complaints. Most complaints are handled on the spot by the 
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people having actual contact with the customers. These people are 
considered to be experts in such matters so there is no formal program. 
If a complaint is special or unusual, it may be brought to the attentio 
of the public relations department. 
Quarters. The main office of the bank and three of the branches 
have all been recently remodeled. Of the two other branches, recently 
purchased, one will be discontinued and the other remodeled. 
The main office, which occupies a building in "old Boston" blends 
the modern with the old atmosphere the bank was once noted for. The 
ceilings are high but well lighted and there is a great deal of lobby 
space with direct access to all parts of the bank. Tellers cages are 
attractive and designed for customer convenience with package ledges 
and counter space. Work areas are located within plain sight of the 
lobby and these are also attractive and functional. 
Business Development. The bank has an active business developmen 
program of about 20 men who make business development and sales calls 
as part of their other duties. Although there is no actual department 
these men when performing this particular duty may be called an 
individual section. It is composed solely of officers, and senior 
officers service the major accounts. 
The public relations department is active in advising this 
section but does not assist in the operation or direction of the 
department because it does not have sufficient time to devote to these 
activities. 
There is no system of employee participation in business 
development or sales. Such a system has been discussed but no action 
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has been taken because it is believed that it would be too complicated 
to set up. 
COMMUNITY 
The Merchants National Bank has no formal community relations 
program but participates in a number of events which it feels are 
beneficial to the bank and necessary for the community. The bank does 
not have a community relations program because it is felt that in a 
metropolitan area like Boston such a program would not be as beneficial 
for a large bank as it would be for a smaller community bank. 
For much the same reason the bank does not conduct any type of 
community r~search. Were it to do so, undoubtedly the bank could not 
follow through on the findings because of lack of sufficient time and 
budget. In addition, it is also felt that such a survey in a metro-
politan area would be extremely difficult and might not produce 
worthwhile findings. 
The bank is willing to cooperate in all worthwhile community 
activities and c ontribu tiona are given to the United Fund. These 
contributions are made through a committee directly to this organization 
and almost all other requests are turned down. 
Sponsorship. The bank also keeps financial records and tabulates 
financial returns for the United Fund on off-duty bank hours. This 
the bank does without reimbursement and as a matter of policy will not 
take publicity on it. The bank also sponsors one summer Esplanade 
Concert by the Boston Pops orchestra. This it does as a public 
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for the sponsoring agency. 
Membership. Officers alone are encouraged to belong to and 
participate in outside clubs and organizations; employees are not 
encouraged because it is felt that it would be too difficult to try 
and organize such attempts among them. Reimbursement for expenses is 
made to some officers but it is not part of a general policy. There 
is also no list of the organizations to which officers belong, but 
organizations to which the major officers belong are well known and 
represent major area clubs and organizations. 
Building. Because the bank is in a metropolitan area and 
because it is felt that there are sufficient places for organizations 
to meet, the bank bas never considered using the bank building as a 
community meeting place. The lack of space is also a contributing 
factor. 
The bank permits the use of lobby and window space for community, 
organizations, or product displays. Although window and display area 
is at a minimum in the main office and most branches, the branch at 
South Station provides one of the best display windows in downtown 
Boston. The bank offers this space to organizations and its customers 
for three week periods. At the present time the display area is 
booked up to nine months in advance. 
Open House. The bank does not hold open house because it is 
felt that such activities would be too expensive and involved for the 
metropolitan area, and that the bank would receive little benefit 
from such activities. Open houses are atages for the families of 
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Tours. The bank does not conduct tours for any group because it 
is felt that such projects, once started, might grow out of proportions 
that are controllable by the bank. The idea has been considered but 
never acted upon. 
Speakers Bureau. The bank has no formal speakers bureau nor 
does it solicitate opportunities to speak. The only two bank members 
to accept regular speaking engagements are the bank president and the 
public relations director. Most of these speeches are presented 
before banking and finance groups upon request. 
School Program. The bank does not have a school program because 
it is felt that such activities would be too involved, and, because 
of the great number of schools in the area, the bank would not reap 
any particular benefit from such activities. 
The bank does, however, sponsor 15 teachers to the yearly 
Boston Business-Education Conference. 
GOVERNMENT 
No formal program of government relations is carried on by the 
bank other than those engaged in through national and state lobbies 
and the banking associations. The bankers are conscious of the I 
importance of having good local relations and knowing and being known I 
by local political figures. Such activities are felt to be carried out 1 
better by individual officers on a personal basis rather than a jl 
formal program. 
ADVERTISING 
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Responsibility 
The responsibility for advertising at the Merchants National 
Bank is one of the combined duties of Mr. Hickey, Director 
and Public Relations. His background and training, as previously 
mentioned, is more than 20 years of active work in the area of 
advertising, public relations and market research. The bank also uses 
a Boston branch of a New York advertising agency to help plan and 
place its advertising. 
Program 
The bank has a planned advertising program, one which has been 
expanding over the last four years in an effort to win back a larger 
part of the market and create a new image of the bank. The program is 
planned through both the bank and the advertising agency, but the 
agency is responsible for the selection of the media. 
There has been no formal research to check the effectiveness 
of the bank's advertising because it is believed that through the 
experience and ability of the agency good advertisements and copy are 
produced which serve their purpose. 
Stress in Advertising. The bank attempts to use a balance of 
both sales and institutional advertising. Sales advertising, over 
a period of a year, attempts to deal with each of the bank's services. 
"Personal banking" is being stressed throughout the advertising as is 
the slogan "Where the man you talk to IS the bank. 11 
~· The majority of the bank's advertising is placed in local 
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newspapers. Radio, direct mail, outdoor advertising, point of sales, 
and speciality advertising are also used. 
Newspaper advertising consists of 26 quarter page advertisements 
per year in three Boston newspapers, the Boston Herald, the Boston 
Globe, and the Christian Science Monitor. This includes both sales 
and institutional advertisements. 
Radio advertising consists of newsbroadcasts five nights a week 
at 6 P.M. over two Boston radio stations. 
There is no television advertising because of expense and the 
belief that it would not be too effective for the people the bank 
wishes to do business with. 
Direct Mail. The bank uses direct mail advertising, but, 
according to ~~. Hickey, not as much as it should. This is attributed 
directly to a lack of funds. He believes that all mail advertising 
should be more than sending out material and that is should be written 
and prepared by the individual bank to meet specific purposes. By the 
time this is done, he said, there are not sufficient funds to send out 
the material. 
The mailing lists used for mailing come from both the bank's 
files and for special mailings from commercial listings. Letters are 
also sent to new customers and to customers who have closed accounts. 
Other Advertising. Outdoor advertising is used by the bank 
only in the area directly adjacent to the branches. This is because 
the bank feels that outdoor advertising is not effective in reaching 
the type of customer it wants. Outdoor advertising is directed at 
mass while the bank desires personal service. 
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Not much point-of-sales advertising is used, with the exception 
of counter signs and blotters. This is because the public relations 
director feels that such material tends to clutter the bank. 
The bank also advertises in local business magazines and some 
banking journals but keeps away from other types of advertising. It 
particularly frowns upon speciality advertising or gimmicks because 
they detract from the stature of the bank. 
PUBLICITY 
The bank• s advertising and public relations director is also 
responsible for the bank's publicity. His chief function in this 
capacity is the screening of news to make sure that the media gets 
only worth-while stories. 
When Mr. Hickey took his position at the bank, he held a 
conference in which he told reporters that he would screen news for 
them and send them only what was important. In return for this service 
he asked them to consider the material he sent as being worth-while. 
Since that time he feels that he has good rapport with most of the 
newspapers. He has never entertained them or offered to interpret 
financial news because he does not feel this is necessary. If the 
occasion presented itself he would tip off the media to important 
stories happening outside the bank. 
The bank is not particularly interested in straight publicity 
and prefers to retain some of the old characteristics of the bank which 
it feels it would lose with extensive publicity. In accordance with 
this policy, many stories are held back as in the case of the United 
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Fund. No stories are planned. 
The bank does send out special releases on stories of promotions 
and changes in bank staff. These releases are sent directly to the 
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Boston media and to the home town newspapers of the individuals 
concerned. 
The director does not feel that the employees are particularly 
award of news or the value of publicity because there has been no I 
effort to make them so. And this, at the present time, is what the I 
bank desires. 
The bank has a photographer who takes pictures both for the 
employee publication and for outside media. 
CHAPTER IV 
THE PUBLIC RELATIONS PROORAM OF THE 
ONEIDA NATIONAL BANK AND TRUST COMPANY 
OF TJriCA 
History and Background 
The Oneida National Bank and Trust Company of Utica was originally 
incorporated under New York State law in 1836 as the Oneida Bank, and 
was chartered under the National Reserve Act as the Oneida National 
Bank in 1865. The present name of the bank was adopted in October 1929. 
It absorbed the First National Bank, Holland Patent and the Whitestown 
National Bank, Whitesboro, in 1944; the First National Bank, New 
Hartford, in July 1946; and merged with the First National Bank, Old 
~ Forge, April 1955; and with the West Winfield National Bank, September 
1956. 
According to the 1957 edition of the "Bankers Directory'' 
resources of the bank are $77,5081 000. The capital stock authorization 
is $1,307,910. 
Services include: checking accounts, savings accounts, Christmas 
Club, commercial loans, personal loans, auto loans, appliance loans, 
personal loans, home improvement loans, farm loans, mortgate loans, 
safe deposit boxes, night depository, foreign exchange, travelers 
checks, money orders, trust services, and banking-by-mail. The bank 
is a member of the Federal Reserve System and the Federal Deposit 
Insurance Corporation. 
Public Relations Director: Duties, Responsibilities 
I 
Public relations for the Oneida National Bank and Trust Company 
is under the direction of Henry F. Miller, Jr., assistant cashier for 
the bank. 
This is his sole responsibility but considered under it are 
advertising, business development and certain phases of employee 
relations. 
The objectives of the public relations department, according to 
the director, are to interpret the bank and its policies to the 
employees, the customers 11 the community and the s tockholders. 
He also feels that there are two main problems facing public 
relations in commercial banking. The first is the education of people 
to the fact that 11the conunercial bank is the life blood of the 
economic life of a conununi ty," and second is convincing the public 
that the banks are 11 human. 11 
The main public relations problem facing the Oneida National 
Bank and Trust Company itself is how to properly serve the customers 
despite the fact that the bank is handicapped by lack of space. The 
problem is now being solved by the building of a new bank building 
which will be used as the main office. 
Public relations was first initiated in the bank in 1947 and 
at that time the duties were assigned to an assistant cashier who I, 
'11 
carried them out in connection with his other responsibilities. It is 
for this reason that Mr. Miller, who took over the function in 1955, I 
has the title "Assistant Cashier," although his duties are strictly 
public relations and advertising. 
Mr. Miller's background and training for the position include a 
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bachelor of science degree in public relations from Utica College of 
Syracuse University, a graduate course in banking public relations 
at Syracuse University, and five years of advertising experience with 
the Utica Observer· Dispatch. 
The bank's public relations department consists solely of Mr. 
Miller and one secretary. If additional help is necessary, other 
members of the staff are at his disposal. 
The bank has never used outside counsel, although it is 
available in the area, because of limited budget. The bank has also 
used ideas gained from the Financial Public Relations Association and 
many of their displays, as well as mats and films from the American 
Bankers Association. The Financial Public Relations Association is 
used more frequently and proves to be more valuable. 
Authority and Top ~gement 
The public relations director reports directly to the president, 
Charles Hall, through weekly meetings. In addition to this written 
semi-annual reports on various phases of the public relations program 
are made. 
The public relations director does not work on a policy making 
level for the bank although he is cognizant of the necessity of this 
for a sound public relations program. This is because the bank has 
not yet reached the point where his working on this level would be 
fully accepted by other members of the bank's management. He is, 
however, consulted on an informal basis. 
Mr. Miller believes that apart from not being a member of the 
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policy making group, the public relations department does have the full 
support of the bank's management. He works in close cooperation with 
the heads of each department and is often sought out by them to give 
advise on public relations matters. 
He also feels that both employees and officers are aware of their 
part in the bank's public relations. A ~program has been instigated to 
instill the consciousness of public relations in the employees through 
the employee publicatioh, the newsletter and memos. There are also 
staff meetings to further this idea. 
Plan and Policy 
There is not a complete written public relations program for the 
bank, but certain aspects of it, such as advertising, are set down in 
writing for the year. This includes the present position of the bank, 
what it attempts to accomplish, and the methods it proposes to use. 
All this is directed towards interpreting the bank and its policies to 
the employees, customers, community and stockholders. 
The bank does not have a research program used in the planning 
or direction of its public relations. However, a questionnaire has 
recently been designed by the public relations department which is 
administered to new accounts in order to determine where the bank's 
accounts are coming from and why. 
Mr. Miller believes that the public thinks better of the 
Oneida National Bank and Trust Company than any other bank in the area 
and believes that the bank is also ahead of others in the field of 
public relations. To substantiate this he offers the fact that the bank 
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has more accounts than any other local bank. 
Mr. Miller feels that the bank's public relations can be 
improved by establishing public relations on the policy making level. 
Present plans include an expansion of the bank's public relations, 
particularly in the area of advertising and employee relations. Mr. 
~ller is also being sent by the bank to attend the Financial Public 
Relations Association school of public relations at Northwestern 
University, a two-year summer course open to banking public relations 
men. 
There is no public relations budget. Finances for public 
relations activities are appropriated according to need. 
El1PLOYEES 
The Oneida National Bank and Trust Company employs 350 people 
in the main office and eight branch banks. Turnover among these 
employees is high and estimated to be between 30 and 35 per cent yearly. I 
~loyee Program 
The bank does have an employee relations program which is 
coordinated by the public relations and personnel departments. The 
program begins with the seeking and hiring of employees and continues 
with orientation and training, and with a continual program of 
education, benefits, and promotion, designed to keep employees happy 
and to insure their good will. 
Hiring. The public relations department does not assist in the 
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sufficient time to carry out this function. The personnel director 
is aware of what the public relations director desires in employees 
and considers this when hiring. 
Seeking Employees. In seeking employees of high calibre the 
personnel director is in constant contact with area schools and colleges. 
He makes annual visits to the schools and talks with interested 
students. He is also incontact with teachers, principals and counselors 
whom he has asked to be on the lookout for qualified students who 
might be interested in bank employment. 
Selection. Employees are selected on the basis of education, 
experience, personal interviews and tests. Interviews are conducted 
by the personnel director and testing is done by the New York State 
Department of Labor, through a battery of tests. 
Evaluation. There is no system of evaluation or rating employees 
at the present time. But such a system is being set up by the present 
personnel director who has just assumed these duties. 
Severance. When employees leave the bank, a separation interview 
is always conducted by the personnel director to determine the reason. 
These reasons are then considered and used for future planning. 
Orientation and Training 
The bank has no formal orientation program in operation at the 
present time. At one time there was such a program conducted by the 
public relations director but this had to be discontinued because of 
lack of necessary time. Orientation is now confined to the reading of 
the bank's employee handbook or, for some particular jobs, orientation 
97 
by the persormel director or head of the de.partrnent to which the person 
is assigned. This is generally concerned with the person's duties and 
the relationship to the other areas of the bank. 
Operational training is conducted directly by the personnel depart1 
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ment. A program is set up which rotates qualified individuals through-
out the various departments and operations of the bank in on-the-job 
training. Training involving customer relations or contacts with the 
public is conducted by the public relations department. This is done 
through staff meetings and the employee publications. 
Officer training is conducted on a personal or sponsorship 
basis. Individuals are selected and rotated throughout the bank to 
gain experience and knowledge of the bank's operations. 
Communication Within the Bank 
The bank uses a variety of methods to comrnunicate: handbooks, 
an ·employee newspaper, newsletters, memos, directives, personal 
contact and meetings. 
Handbooks and Manuals. The bank has an employee handbook which 
is now used for orientation. These are given to each employee when 
he is hired. The handbook includes what the bank requires from the 
employees by way of moral character, a chapter of the history and 
growth of the bank, employee benefits, promotion policy, and general 
bank policy and procedures. 
E;mployee Publications. The bank has two monthly publications; 
one a newspaper and the other a newsletter. 
The newspaper is edited by two female employees of the personnel 
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department who put it out on bank time. The newspaper mixed both bank 
news and personal i terns of interest to the bank personnel. The seven 
by ten inch newspaper makes considerable use of pictures with many 
issues consisting of at least half pictures of bank personnel and 
activities. The public relations director who once edited the news-
paper now assists in an advisory capacity. 
The newsletter is the combined work of the public relations 
director and the advertising agency. This contains a letter or short 
note from the president drawing attention to the idea upon which the 
monthly advertising is pegged and offers tips and suggestions on 
customer relations. There is also a section stressing employee 
courtesy and friendliness in dealing with customers. The remainder 
of the 8 by 10 t inch six-page newsletter is devoted to prints of 
advertisements to be featured during the coming month. This gives the 
employees an opportunity to see the advertisements before they actually 
appear. 
M3etings. Staff meetings are held twice yearly, usually at 
dinners for the bank's staff. The meetings feature addresses by the 
bank's president and other officers, films, discussion of the bank's 
finances and progress, tips on customer relations, and plans for future 
bank activities. The employees are encouraged to participate in 
discussions and ask questions. 
Suggestion System. The bank has suggestion boxes located 
throughout the bank and the branch offices, but since there is not yet 
any system of rewards for these suggestions the public relations 
director feels the system to be operating only mediocrely. 
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Bulletin Boards. Bulletin boards are also located throughout 
the bank and these are changed frequently and posted with the latest 
advertising and other bank material. 
Payroll Inserts. Payroll inserts are used only for certain 
purposes such as urging the employees to give to the Community Chest. 
This is because it is felt that the pay envelopes should not be used 
for other material. 
Other Aspects of Employee Relations 
Attitude Surveys. The bank has never considered any type of 
employee attitude survey because of lack of experience in this field 
and an actual failure to realize that such research would prove 
beneficial. 
Employee Clubs. The bank sponsors the Oneida National Bank 
Club which is run by the employees. The club is responsible for 
conducting all bank parties and for handling gifts. The employees 
furnish one-half the funds for the club's operation and the bank 
matches the employee's contributions. 
Promotions. Promotions in the bank are geared through 11 achieve-
ment and training." The length of service or longevity is not the 
important thing in giving out promotions. 
Benefits. The bank has an extensive benefit plan which provides 
employees with benefits over and above their actual salary. 
Grievances. There is no formal machinery for settling 
grievances. Each grievance is handled and worked out by the department 
head or supervisor where the grievance occures. It is believed that 
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grievances are best handled by people near the source. 
Retirement. Although the idea of a manditory retirement age for 
employees and officers has been brought up on several occasions, 
nothing has been done about setting such a retirement age. The same 
is true for directors since the oldest directors have the most power. 
STOCKHOLDERS & DIRECTORS 
The Oneida National Bank and Trust Company has 800 stockholders 
and 21 bank directors. 
Program 
There is no formal public relations program for either the 
directors or stockholders. Each public is reached through letters, 
annual and interim reports and encouraged to use the bank's services 
and to recommend the bank to their friends and business associates, 
but they have never been encouraged to comment on bank services or to 
offer suggestions or criticisms. There has been no type of a survey 
to determine what they know about the bank or what services they use. 
This is due. directly to the lack of time and the fact that such a 
small staff cannot properly carry out the job. 
There is no personal file on stockholders because, since 
nothing is done in the area of stockholder relations, it is not needed. 
It is felt that those stockholders or directors who have a strong 
interest in the bank will participate in such activities as business 
development, but those who do not will not do anything regardless of 
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Letters are sent to new stockholders but not to retiring stock-
holders because it is felt that all associations with them is termin-
ated. Stockholders are also not recognized for accomplishments 
outside the bank because it would take too much time from other 
activities. 
Stockholder meetings are not built around social affairs nor 
are they particularly interesting because attendance is small. Atten-
dance at the last stockholder meeting was 10 people. 
Annual Report 
The bank's annual report is a well written ten by seven inch, 
three color publication. It contains both pictures and graphs, a 
list of the bank's services, a letter from the president, a report 
on various operations of the bank, and a report on new developments 
in branch banks such as redecorations and improvements. In addition 
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to its list of officers and directors it also has a list of all the I 
bank' s employees. ~~ 
The report is used as a public relations tool and is sent to 
area business men and community leaders. It is also taken out on all 
business development and sales calls. 
CUSTOMERS 
The bank does not have a planned program of public relations 
for customers but attempts to meet situations as they arise. This is 
because it is felt that it is hard to plan any type of public relations 
program in view of changing situations. 
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There has been no research conducted by the bank either to 
determine customer potential or to find out what the customers need I 
or want. The one exception is the recently inaugurated customer 11 
questionnaire previously described. Such research has been considered 
and it is hoped that the bank's advertising agency will in the future 
perform this service, but the bank has never felt that it had the 
time or qualifications to perform such a study through the public 
relations department. 
Customer Relations Training. Training in customer relations 
has been previously described as a function of the public relations 
department and is done through staff meetings and company publications. 
New Accounts. New accounts for the bank are handled either by 
an officer or the bank manager. The degree of attention given to the 
account depends upon the size of the account and the importance of 
the customer. When the individual opens an account, he is always 
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introduced to the teller who will service him, and is often introduced . I 
to available officers and is given a tour of the bank. A personal 
letter, signed by the president, is sent to each new account holder 
along with a folder listing and describing other bank services, and 
an invitation for the customer to use them. 
Information Desk. There is no information desk in the bank 
simply because there is no available space. Bank guards are instructed 
to provide directions and give whatever service possible. A supply 
of material is located at writing and check desks throughout the bank. 
Many of these desks, because of lack of space, are built around 
pillers to conform to the structure of the bank and to provide more 
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floor space. 
Services. The bank attempts to produce customer good will 
through the use of its services by giving complete "department store 
banking." There is a parking lot within one block of the bank and 
each of the branch banks have immediate customer parking. In addition 
to this, four of the branches have drive-in windows and every branch 
has afterhour depositories. 
Extra hour banking is provided at the main office on Friday 
evenings until 5:30P.M. and at the Old Forge branch, a summer resort,, 
there is Saturday morning banking during the summer. 
There are no attempts to determine if the banking hours are 
satisfactory for customers. All banking hours in Utica are identical 
and no need has ever been felt to change hours. 
The bank feels that its services are comparable to those 
provided by other banks in the area. 
Branches. As mentioned previously, the bank, in addition to 
its main office, has eight branches located within sixty miles of 
Utica. Most of these branches were acquired by merger and only two 
of the branch banks were actually constructed by the bank. To determine 
the location of these two branches, a professional research firm was 
hired to survey the area. 
Complaints. There is no formal method of handling complaints 
with the exception that all complaints are handled by the officer 
best known to the customer. This officer then handles it as best he 
can to the satisfaction of the customer. Upon occasion, special 
complaints are brought to the public relations director. 
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Quarters. Both branches built by the bank were constructed 
according to modern bank architecture and design. All the other 
branches have been remodeled within the last five years, some within 
the last six months. The bank is presently in the process of building 
a new modern bank to house the main office. This will be the latest 
design and style in bank architecture. The present main office will 
then be remodeled and used as a branch bank. 
Business Development. The bank has a business development 
program which uses bank officers, particularly loan officers, on a 
part time basis. One afternoon a week these officers make calls, 
usually about six calls per month. The program is set up so that 
more calls are made on large accounts and so that the higher bank 
officers will handle them. 
The public relations director also makes calls on a part time 
basis, but he does not direct nor advise on business development. 
Employees have also been asked for suggestions and information 
on possible accounts and business development, but there is no formal 
program set up and no system of rewards or recognition. This would 
be considered too difficult at the present time. 
COMMUNITY 
There is no formal community relations program for the bank, 
such activities are handled informally as the occasion presents 
itself. At all times the employees and officers of the bank are 
encouraged to take an active part in community affairs but this is 
not under the direction of the bank. 
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A comnuni ty research program has never been conducted by the 
bank nor has the idea even been considered. This is because such 
activities would be too involved and too expensive. 
The bank is willing to participate in any worth-while activity 
sponsored by any organization which will contribute to the good of 
the comnnmity. 
Sponsorship. The bank itself sponsors several community 
activities. It holds an annual Women's Finance Forum, which is 
in its ninth year and entertains the members of three county fire 
associations yearly at dinners. The fire associations are located 
in towns where the bank has branch offices. 
Contributions. The handling of contributions is directed by 
the bank president and the public relations director. Large 
contributions, such as the United Fund or the local College Fund, are 
figured in the yearly budget; smaller contributions are handled in 
cooperation with other area banks. 
Membership. The bank does encourage officers to belong to 
community clubs and organizations, has a list of such organizations, 
and has a policy of reimbursement for membership. There is no program 
for employees because this is considered to be too difficult to 
organize and run. 
Building. The bank building itself is not used as a community 
meeting place because there is not available space. Plans for the 
new bank building also do not call for any type of community room. 
This is because it is felt that the room would not be of particular 
value and might prove a hindrance by having to schedule meetings at 
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night, otherwise it is believed there would not be sufficient call for 
it. 
Open House • An open house is held by the bank in connection 
with "Know Your Bank Week," and for the opening and redecoration of 
branch offices. The public is invited to these through advertisements 
and the occasion features giveaways, tours, and a variety of displays. 
Tours. The bank will conduct tours for schools or other 
organizations but these are neither encouraged nor solicitated 
because they are too involved and take up too much time. But when 
the representative of a school or organization approaches the bank 
for such a tour the bank will gladly oblige. These tours are conducted 
by the public relations director or a sui table officer. In branch 
banks they are conducted by the branch manager. 
Speakers Bureau. The bank does not have a speakers bureau nor 
does it solicit opportunities to speak because there is not sufficient 
time to carry on this activity. upon the request of an organization 
or club the bank will furnish a speaker. For this reason the bank 
encourages both employees and officers to take public speaking courses 
in order to be prepared for such occasions. These courses are paid 
for by the bank. 
School Pregram. In addition to seeking interested students for 
bank employment, the personnel officer also contacts schools to 
volunteer the services of the bank officers for lectures on business 
subjects. To the schools which are in areas serviced by the banks 
which are branches, the bank distributes book covers bearing the name 
of the bank. 
II I 
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GOVERNMENT 
The bank does not have any formal government relations program 
other than that engaged in through state and national banking 
associations. This is because the bank feels that it should not 
participate in such activities of a political nature. Bank officers 
on their own, however, do carry out a local government relations 
program. (City is presently the scene of extensive state and national 
investigations of syndicated crime, and many political leaders have 
been tied into these operations.) 
ADVERTISING 
Responsibility 
The public relations director is also responsible for the bank's 
advertising. His experience, in addition to college training, 
included five years in the advertising department of the largest 
local newspaper. The bank does not employ a local advertising agency 
but is represented by a Boston fir.m which specializes in bank advertis-
ing. 
Program 
The bank has a program for advertising which is set up, over 
the period of a year, to feature one bank service each month. All 
advertising during a certain period is planned to tie into each other 
through repetition of slogans or reprinting of art themes. 
The bank does not test the effectiveness of the advertising 
itself but the agency, which also selects the media, does so through 
cupons and sales tests. 
Stress in Advertising 
The bank uses mostly sales advertising and very little institu-
tional advertising. This is because the advertising agency is geared 
to sales material and the bank feels that it is more beneficial. Some 
institutional advertising is built into the sales material and the 
bank believes this to be enough. 
Media. For advertising the bank uses newspapers, radio, 
television, direct mail, outdoor advertising, transportation adver-
tising, the city directory and telephone books, and display advertising. 
Newspaper advertising consists of one 80 to 90 inch advertise-
ment weekly in each of the two local newspapers, which is supplemented 
once monthly by the same sized advertisement on a special service. 
The bank uses the same schedule in one branch bank community which 
has a daily newspaper, and in three communities which have weekly 
newspapers it takes full page advertisements (tabloid) once a month. 
The bank also advertises on four radio stations. On three 
stations it offers newsbroadcasts six days a week and on the remaining 
stations it has five time signals a day, five days a week. 
On the one local television station the bank sponsors three 
20 second spot announcements a week {Class A time). 
~rect Mail. The bank uses a great deal of direct mail 
advertisements in various forms -- booklets, pamphlets, blotters, 
reprints, folders, etc. Each month with bank statements it sends out 
W9 
about 281000 pieces of direct mail advertising tied into commercial 
advertisements. For these mailings the bank uses both customer files 
and commercial lists. The bank also sends letters to new depositors 
and to customers who close accounts. 
Other Advertising 
The bank at all times has five 24-sheet pannel outdoor advertise-
ments located in the Utica area. In addition to this it has three 
permanently painted outdoor advertisements in the immediate local of 
branch banks and the main office • 
The bank, because of the lack of space, does not use much lobby 
advertising, but does have counter cards. which are also tied into the 
commercial advertising. 
In transportation advertising the bank has 100 per cent coverage 
on all local busses and four large card advertisements which appear 
on the sides of busses. 
Once a year the bank also advertises in the "American Banker" 
and places advertisements in school yearbooks in towns which have 
branch banks. The bank also uses novelties such as pens, balloons, 
pencils, and combs. 
Budget 
The advertising budget is determined by figuring the total 
amount the bank can afford to spend on each media. These are figured 
separately in order of importance. 
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PUBLICITY 
The bank's publicity is also under the direction of Mr. Miller, 
who learned publicity techniques in college. 
He has fairly good rapport with the local media, particularly 
the newspapers because he was formerly employed by them. He has 
never offered to interpret financial news nor does he entertain the 
media because he does not feel this is necessary or desirable. He 
will also not tip them off on stories happening outside the bank 
because it might be misconstrued as a breach of professional ethics. 
The bank has at times planned stories for publicity through 
participation in events and by promoting civic activities. The bank 
is also conscious of all opportunities to get the bank's name into 
print through participation of bank officers in outside affairs. 
The public relations director does not feel that the employees 
are particularly conscious of news or the value of publicity since 
he has directed little effort, because of lack of time, to this end. 
Some employees are aware of the importance of news because he receives 
a lagre number of tips on news stories. 
The director himself writes special news releases to newspapers 
but not to radio stations. This is because of several bad experiences 
in which the radio stations placed news stories on the air prior to 
release time. The director now notifies radio stations by telephone 
just prior to newspaper press time or the radio stations pick up the 
news from the local newspapers, a standard operation in the Utica area. 
Bank photographs are made by a commercial photographer who is 
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Most of the bank's news comes from promotions and form other 
I 
The bank does receive a great deal of coverage in local newspapers[' 
Plans and developments on the new building have been particularly 
well received. 
I 
bank activities such as staff changes and financial accomplishments. 
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CHAPTm. V 
THE PUBLIC RELATIONS PROORAM OF THE 
FIRST BANK AND TRUST COMPANY OF UTICA 
Background and History 
The First Bank and Trust Campaey of Utica was incorporated in 
July 191!0 and in September it merged with the. first Citizens Bank and 
Trust Company of Utica pursuant to the Federal Deposit Insurance 
Corporation plan. 
The First Citizens Bank and Trust Compaey was originally 
organized in 1821 as the Bank of Utica and was incorporated on June 101 
1865 as the First National Bank of Utica. The Oneida County Bank merged 
with it in 1900 and the title of the bank was changed to the First 
National Bank and Trust Company of utica in 192). In 1926 it merged 
w.i th the Oneida Trust Company of utica under the title of the First 
Bank and Trust Company of Utica and in 1927 merged with the :tverchants 
Bank. In 1931 it merged with the Utica Trust and Deposit Company and 
the name was changed to the First Citizens Bank and Trust Company of 
Utica. 
According to the 1957 edition of the "Bankers Directory," 
resources of the bank are $661 3601000. The bank is a member of the 
Federal Reserve System, the Federal Deposit Insurance Corporation, the 
United States and state depositories, and is affiliated with the 
Marine Midland Bank. 
Services provided by the bank include checking accounts, money 
orders, travelers checks, bank drafts, collections, credit service, 
securities and exchange, loans, savings accounts, special savings 
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accounts, foreign banking, personal trusts, agency accounts, corporation 
trusts, and safe deposit vaults. 
Public Relations Director: Duties, Responsibilities 
Public relations for the First Bank and Trust Company is directed 
by Eiddon L. Jones, a vice president of the bank. 
His duties are confined almost directly to public relations and 
business development, but because of his background in general 
banking he is often called upon to advise in other departments. 
Under his duties as public relations director, ~~. Jones is 
responsible for relations with customers and potential customers, the 
community, and employees. He is also charged with the responsibility 
for seeing that the bank's advertising and business development are 
properly accepted by the public and that they are accomplishing their 
purpose. 
The objectives of the public relations department itself is 
"the creation of a favorable atmosphere in which the bank can do 
business." This ties public relations and sales in the bank very 
• 
close together. The specific objective has, in the past, been to retain 
the good will of the people of Utica, which was lost following the 
depression when the bank was forced, through the Federal Deposit 
Insurance Corporation, to merge with the First Citizens Bank and Trust 
Company and absorb its bad debts. This causes the bank to make 
foreclosures and take other steps which caused a great deal of hardship 
and forced public opinion against the bank. The bank now believes that 
it has overcome this situation and is directing its public relations 
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towards retaining the bank's present customers and gaining new ones. 
The second objective of the bank's public relations is to make 
the bank staff public relations and customer minded and to keep the I 
employees constantly aware of the opportunities for business development 
and good will in the public and private contact that they have with 
individuals. 
The main problems facing public relations in commercial banking, 
according to Mr. Jones, are the constant and continuing needs to 
create friendly contacts in all areas of community life, to create 
a more complete understanding of banking in the public mind, and to 
eliminate misunderstanding about banks. 
The particular problem faced by the First Bank and Trust 
Company, as stated above, has been regaining the good will of the 
people of the area. Now that this is considered accomplished, the 
problem becomes one of retaining the good will through daily public 
relations. Many of these things, according to Mr. Jones, are small 
seemingly insignificant i terns, such as explaining that higher wages 
lead to higher service sharges, but they are never-the-less important. 
Mr. Jones has had his background and training in the area of 
general banking, but since 1930 he has been actively working in bank 
public relations and advertising. He also had some journalistic 
experience as a reporter on a Syracuse, New York, newspaper and is a 
graduate of the New York Bankers school of Public Relations. 
The actual public relations department consists of four full-
time members: Mr. Jones, an advertising director, and two secretaries 
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The bank does use outside public relations counsel, both from 
specifically hired agencies and through the public relations depa~ment 
in their advertising agencies. The bank is also a member of the 
Financial Public Relations Association, from which it receives a great 
deal of assistance; the New York State Bankers Association, Division 
of Public Relations; and the American Bankers Association, Public 
Relations Council. 
Authority and Top Management 
As public relations director, Mr. Jones reports directly to the 
bank president, Theodore Rokahr. There is a "constant flow of reports" 
both verbal and written to the president. Most of these are made on 
a personal basis but some aspects of public relations are written 
up and circW.ated throughout the bank to all interested parties. 
Since he is a vice president of the bank, the public relations 
director also sits in on all policy making meetings and has an equal 
voice with all other vice presidents. These policy meetings are 
usually conducted monthly and a large segment of them is devoted to 
public relations and business development problems. In connection 
with this there are also special committees of officers and directors 
to assist and advise on public relations and business development. 
The public relations director feels that the bank, from the 
president down, are all aware of the importance of public relations 
and are aware of their role in it. The bank has had formal public 
relations since 1925, and the president, who has been trained in 
banking, is aware of its importance and gives a great deal of value to ~~~==============================~!!==== 
it. The employees are made cognizant of it through meetings, the 
employee training programs, slides, films, printed material, and 
through counsel and advisement from senior employees and officers. 
The bank officers are continually being informed on public relations, 
its importance and value, through the monthly meetings. 
Because Mr. Jones is a vice president and can speak with 
equal authority to any department head, the public relations department 
can cut across into any department to advise and counsel without 
fear of the other department head "pulling rank." 
Policy and Plan 
The First Bank and Trust Company has no formal written public 
relations program but certain aspects of it are often put in writing. 
This consists of briefs to guide certain activities but these are not 
written out because it is believed that without a written program 
plans can be arranged more readily to meet conditions and changing 
circumstances. 
Research is performed by the bank in the form of house-to-house 
surveys and public opinion polls which are conducted for the purpose 1 
of business development and to determine customer potential. Included 11 
in these surveys, which are conducted by outside research firms, 
are questions which relate directly to public relations and can be of 
value in making future plans and decisions. 
Because of its past public relations activities, the bank now 
feels that the public thinks well of it and Mr. Jones also believes 
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other local banks. 
He believes that the bank!s public relations can be bettered 
through the expansion of the personnel available for active public 
relations work. The bank anticipates this expansion but hesitates 
at the present time to transfer good personnel from their present 
activities. 
The bank's public relations budget is set up separately from 
that of the advertising department. This budget is determined by 
deciding what should be done, estimating the anticipated cost, and 
then adding it to the budget. 
EMPLOYEES 
The First Bank and Trust Company has 220 employees in its main 
office and four branch banks. Among these employees turnover is 
calculated to be from 15 to 25 per cent yearly. This figure is held 
down by the fact that the bank has 60 employees who have been with 
the bank for more than 25 years. 
Employee Program 
The bank has an employee relations program which includes 
orientation, training in job operation, training in customer relations, 
and employee benefits. This program is carried on through cooperation 
of the public relations and personnel departments. 
Hiring. The public relations director does not participate 
in the hiring or interviewing of employees, as a general rule. For 
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in the interviewing, he does participate, but full time participation 
is impossible because of the lack of adequate time. 
Seeking Employees. In seeking new employees, the personnel 
director is in constant contact with student counselors in local 
schools wham he asked to be on the lookout for people suited to a 
banking career. The bank also offers two scholarships yearly to the 
Mohawk Valley Technical Institute, a New York State two-year school, 
and a three month work-school program for the students, in the hope 
of acquiring competent personnel. 
Selection. Employees are selected primarily by interviews and 
by reviewing their past record, either school or work. The bank does 
use some practical testing for things such as typing or stenography 
but does not use any other testing methods because it believes it can 
make a better choice by empirical evaluation. 
Evaluation. The evaluation of each individual employee is done 
on a personal basis by the supervisor in charge and the personnel 
director. A constant check is kept on the individual to determine 
how they are progressing. This includes spot checks on how the 
individual handles himself with customers and other general public 
relations activities. 
Severance. When an employee leaves the bank, a separation 
interview is always conducted by the personnel department to determine 
the person's reason or reasons for leaving. The bank then uses these 
reasons to evaluate its policies. 
Orientation & Training 
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Orientation is handled through personal instruction by immediate 
superiors, an employee manual, and training classes. This, too, is a 
combined effort of the public relations and personnel departments. 
The formal training begins when the employee is hired and 
assigned to someone who will be directly responsible for training them. 
The employee will work closely with this supervisor until he has 
learned the job and can be put on his own. In various departments there 
are specially selected girls, because of their ability to instruct, 
who train and teach others. 
As soon as the bank has from five to six new employees it begins 
a series of one-half hour meetings with them. At the meetings the 
employees are shown films on customer relations, services and other 
aspects of customer-employee relations. The employees are also 
given lectures by various bank officers on bank subjects and its 
different services and functions. 
The purpose of this training is to familiarize the employee 
with the bank's policies and introduce them to public relations and 
customer relations. 
There is no formal training for officers, but officers partici-
pate in weekly and monthly meetings which gives them new information 
and familiarizes th~m with other departments and operations of the bank. 
The bank strongly encourages outside courses, particularly 
those provided through the American Institute of Banking. These 
courses are conducted yearly and most employees who have been with 
the bank for more than ten years have completed most of them. In 
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or employees, are selected each year to attend American Institute of ,I 
Banking courses at Rutgers University. All these courses are paid 
for by the bank. 
Communication Within the Bank 
The bank communicates with its employees through a variety 
of means including personal contact, memos, handbooks, bulletin boards, 
letters to the homes of employees, and meetings. 
Handbooks and Manuals. The employee's handbook, which is 
issued when the employee is hired, contains a list of the rules and 
1
1 
regulations of the bank. These are to guide the employee's conduct 
and to instruct him on bank policy and procedure. The handbook 
contains a list of employee benefits but has nothing on the bank or 
its history because it is felt that because of the situation resulting 
from the depression the bank "has nothing to crow about." 
Employ:ee Publication. There is no employee publication 
because it is felt that since the bank and its branches are so close 
together everyone knows what is going on and such a publication is 
not needed. 
Meetings. Meetings with all the bank employees are held 
usually twice a year at the bank's Christmas and Anniversary Party. 
At this time a report is made to the employees, by the bank officials, 
about the bank and its operations and progress. 
Suggestion System. The bank has a suggestion system complete 
with incentive rewards. A special committee sets the amount of the 
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on suggestions that do, the individual_gets a percentage of the savings. 
Bulletin Boards. The bank has bulletin boards located through-
out the main office and at all br~~ches. These are kept up to date, 
changed frequently, and made as interesting as possible. 
Payroll Inserts. The bank does not use payroll inserts very 
often because it has found that they are not very effective. Such 
inserts must be short and should not be in every envelope or they 
become dull. The bank does, however, often supplement this by sending 
letters and material to the home of employees. 
Other Aspects of Employee Relations 
Attitude Surveys. The bank did at one time conduct an employee 
attitude survey through a questionnaire, but it was not considered 
very successful. The survey was dropped because it was felt that it 
did not produce much information or anything of real value. 
Employee Clubs. The~e is an employee club which is open to 
both employees and officers. The club is run by the employees and 
officers hold only associate membership. Both employees and officers 
pay dues of 25 cents a month and the bank pays the deficite for all 
parties and activities. 
Promotions. Promotions are made through a strict evaluation 
of the employees. Seniority is not considered as important as actual 
achievement. All things such as help in business development are 
considered by the personnel department before making promotions. 
Benefits. The bank has an extensive system of benefits for 
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almost 30 per cent of their total salary. 
Grievances. Grievances, according to the employee's handbook, 
are to be taken directly to the vice president in c-harge of personnel. 
If the grievance is not settled to the satisfaction of the employee, 
then he has the prerogative of going directly to the bank's president. 
Many grievances, though, are settled on an informal basis by the 
pUblic relations director or by other officers which work close to 
employees. 
Retirement. The retirement age for both employees and officers, 
who have more than 10 years service, is 65 years of age. Employees 
or officers who do not have 10 years of service when they reach 65 
remain until they are 70. There is no retirement age for directors 
because the greatest power resides in the older group. 
STOCKHOLDERS A~ID DIRECTORS 
The First Bank-and Trust Company has 1100 stockholders and 
13 directors. 
Program 
The bank has a program for its directors but none for its 
stockholders. 
Under the director's program there is a committee composed of 
directors who help with and advise on public relations and business 
development~ This committee meets with the president and officers 
of the bank at regularly scheduled meetings to discuss current problems 
and to offer suggestions and criticisms. 
"====~======~-=-=--=-~=-==============================~b====== 
Because of past relationships and experiences with stockholders, 
dating directly back to the depression, the bank does not have very 
good relations with its stockholders. For years, because the bank 
has been making good on bad debts and recovering losses, there have 
been no dividend payments. It is only within the last two years 
that the bank has begun to again pay dividends, up until then stock-
holders were losing heavily. 
Since relations were so bad, the bank felt that it would be 
better to do nothing in the area of stockholder relations. There have 
been no surveys of stockholders, nor is there an attempt to make 
stockholder meetings interesting. Attendance at the last meeting was 
about 10. 
The bank does make a small attempt to keep stockholders 
informed through the annual report and occasional letters in which 
they also urge them to use the bank's services, but no formal program 
has been started yet. 
With the present payment of dividends, the bank expects stock-
holder relations to improve. Last year for the first time an attempt 
was made to do something in the area of stockholder relations. This 
was inviting the large stockholders of the First Bank and Trust 
Company to the annual stockholder's meeting of the Marine Midland 
Bank, which was held in Utica. 
Annual Report 
The bank's annual report is a poorly produced publication. It 
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pictures or graphs. The entire text of the report is presented as a 
letter from the president, with the only break in copy being small 
headings. The report also lists bank directors, officers, and 
services. 
The annual report is used for public relations and is sent to 
area business men and community leaders. It is also used on 
business calls. 
CUSTOMERS 
According to Mr. Jones, the bank has a customer relations 
program of which the object is to tie the customer into a closer 
relation with the bank. This is done through a continuing attempt 
to keep in contact with the customers through circulars, statement 
stuffers, direct mail letters to new customers, customers who close 
accounts, customers who bring in new business, and through a good 
personal face-to-face relationship with customers. 1 
The first step in this program of custorrer relations, conducted II 
by the public relations department, was an analysis of the bank's 
accounts to break them down into different groups. Form letters for 
each group were then typed on an electric typewriter and personally I 
addressed to individual customers telling them of services that they 
did not have, different functions of the bank, and urging them to 
II 
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use the bank's services. These groups have sinc'e then been kept 
track of and from time to time prov~ed with additional information, 
bank material and literature. 
12.5 
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with locating new branch offices. These surveys, which were done 
by research organizations, contained questions on customer needs and 
wants and other pertinent information about customer relations. 
Customer Relations Training 
Customer relations training, as previously described, is given 
to each employee soon after he is hired by the bank. It consists of 
special meetings, films, lectures and literature on custorner contact, 
employee-customer relations and the value of public relations. 
New Accounts. The bank has two "new account desks" located 
near the front entrance. When th&se are occupied all bank officers 
are authorized to open accounts so that the,customer will not have 
to wait. Each new customer, after being interviewed, is introduced to 
the teller who will service him, told of· other bank services, given 
a kit which explains the services, and encouraged to use them. 
Important accounts are also introduced to other available officers 
who might in the future be able to ser-Ve them. New customers are not 
given tours of the bank because it has been the bank's experience 
that customers do not want to spend the necessary time. 
Information Desk. The bank does not have an information 
desk but has floormen assigned to the bank which do the same work. 
These men, although not dressed as bank guards, wear distinguishing 
uniforms so that customers may easily spot them. Bank literature 
and material are available throughout the bank at writing and check 
tables. 
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important consideration in establishing them, according to Mr. Jones. 
The bank has free customer parking at the main office and at 
II 
all branch banks. In addition to this the main office has the only 
drive-in window in downtown Utica. Bank-by-mail service and night 
depository which the customer can use without a key are also provided I 
at the main office and the branch banks. The bank believes that this 
helps to service extra-hour banking. 
According to information derived through the survey, the 
customers feel that banking hours are now satisfactory and because 
of this the bank has made no effort to change them. II 
,I 
Branches. The bank has four branches, two by merger and two 
created by' the bank. Surveys and market research were used by the 
bank to select the sights for the two branches which the bank built 
itself. 
Complaints. Complaints, if possible, are handled by tellers, 
the person to whom they are usually first taken. If the teller 
cannot solve the complaint he is under strict orders to ask the 
customer to wait for a moment while he summons a bank officer to 
handle the complaint. 
Quarters. The main office of the bank, although it is of an 
old style architecture, still has a friendly, well-lighted appearance. 
Much of it has been recently remodeled and a present addition is 
now being built onto it which will in itself constitute remodeling. 
Cashier cages are of the old style but combined with the architecture II I 
of the bank and slight moderation make a pleasing appearance. The 
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bank. 
One of the bank's branches has recently been constructed in a 
suburban shopping center. This was built to the latest in banking 
style and design. Three other branch banks, two of which are leased 
and one which is owned by the bank, have also been remodeled according 
to the latest in style and design and fit the criteria established 
in the first chapter. 
I 
II 
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Business Development. The bank does have a business development· II 
program which is under the direction of the public relations depart-
ment. 
Under the program, present customers are screened and assigned 
by the public relations director to an officer who is familiar with 
their operation. There is also a full-time business development man 
who covers all accounts which do not fall into a particular category. 
These calls are set up so that each officer makes a certain number 
of calls each month. Potential customers are also assigned by the 
public relations director to officers who seem best suited to make 
the call. 
Employees are also encouraged, through the circulation of a 
monthly bulletin on business development, to offer whatever 
assistance they can in business development and new business. When 
an employee is helpful in either of these programs, he receives a 
letter of commendation from the president, which goes into his personal 
file and is considered in making promotions. 
COMMUNITY 
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The bank has a partial community relations program which covers 
many of the activities described in the first chapter. This is under 
the direction of the public relations department. 
It does not, however, conduct any type of research to determine 
what the community needs or wants because it fears that this might 
take them into the area of politics which might prove harmful to the 
bank. 
The bank will, according to Mr. Jones, participate in all 
worth-while community activities regardless of who sponsors them, 
but it does not sponsor any activities itself because it cannot 
find anything suitable. 
Contributions. Bank contributions are made only to civic 
organizations. The major contributions are made through the United 
Fund, which is budgeted. All other contributions are handled by 
either the public relations director or the bank president. 
~mbership. The first step in the bankls connnuni ty relations 
program was a survey of the bank's officers and senior employees to 
determine to what organizations they belonged. The bank has a list of 
these organizations and reimburses individuals for expenses incurred 
through their membership. 
Employees are also encouraged to belong to outside organizations 
and clubs, although they are not reimbursed for fees, they are allowed 
to do club and organization work on bank time. 
Building. The bank does not have a special room open for 
community use, although the board of director's room is used by some 
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organizations and agencies to which ~ank officers belong. This is 
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because it is believed that too much effort would be involved in 
coordinating the room's activities and resentment might be aroused 
among groups who are turned down because of prior commitments. 
The bank does not have much window display area in the main 
office but branch banks do have window space available for bank 
and community displays. Lobby displays· are set up in the main office 
by the bank's customers, community organizations, and civic groups. 
Each organization sets up its own display and may use the area for up 
to three weeks. 
Open House. Open house programs have been held by the bank 
for the opening of new branches arid ln connection with "Know Your 
Bank Week." These open houses include tours of the bank conducted by 
the bank's floormen, giveaways, and displays at various points of 
interest, including simulated banking operations. 
Tours • The bank does conduct tours of the bank for area 
schools. Each fall a letter is sent to the principals of the schools 
inviting the students to tour the bank. These tours are planned 
and conducted by the public relations and personnel departments. 
Speakers Bureau. The bank does not have a formal speakers 
bureau, but it does have available speakers and solicits opportunities 
to speak through letters and word-of-mouth. 
Most speaking engagements are filled either by the public 
relations director or by other high-ranking officers. These men, 
following their speeches, ask if the organization or group would be 
interested in hearing other bank speakers. When a request for a 
II 
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public relations director. 
Public speaking courses are encouraged for both officers and 
employees and are provided through the Ame.rican Institute of Banking. 
School Program. The bank, according to Mr. Jones, does not 
have much of a school program. In addition to scheduling tours, 
the bank also presents banking and financial books to local school 
libraries. In some schools, and in the local college, the bank also 
provides subscriptions to the American Banking Association magazines. 
GOVERNMENT 
The bank's government relations, other than those on a state 
and national level which are conducted through banking associations, 
are handled informally by the bank officers. Although there is no 
program set up for this, local government relations seem to center 
around the public relations director. He personally knows every 
politician in the Utica area by his first name and the same is true of 
at least six other bank officers. 
Many of the bank's officers also serve on city committees, 
as does Mr. Jones, who is a member of the City Planning Board. 
The bank will not take an active stand on politics but it 
encourages both officers and employees to be as active as they desire. 
ADVERTISING 
Responsibility 
~ 
I 
The responsibility for advertising in the bank is assigned to I 
131 
fi\·~======~=C=l=e=me==n=t=A==.=Bu==s=hma===n=,==a=n==a=s=s=i=s=t=an==t==v=i=ce==p=r=e=s=i=d=e=n=t=,==w=h=o==h=a=s==ha==d=h=l=·s========~·1============ 
·-" li 
u II 
t! 
I 
background in general banking and has learned advertising while in 
that capacity. The public relations director, who has also had 
experience in bank advertising, supervises these activities. The bank 
employs a New York City advertising agency and also uses material 
and ideas provided by the Financial Public Relations Association and 
the state banking association. 
Program 
All the bank's advertising is not programmed. I~st of it is, 
but certain segments of it are set up to meet situations at a 
particular time. This is to allow for an increase or cut back as the 
situation demands. The advertising is planned and the media selected 
both by the advertising agency and the bank. 
The bank does not test advertising because past attempts, 
using such techniques as cupons, have not been successful nor have 
they produced any conclusive information. The bank has also used 
"hidden" questions when interviewing new customers in order to learn 
why they selected the bank. This also did not prove successful for 
it was learned that selection is made on a variety of reasons, some 
rational, some irrational which cannot be traced or controlled. 
Stress. In their advertising the bank uses mostly sales 
material stressing service and a small amount of institutional 
advertising. This is because the bank feels it can gain more through 
sales material than through institutional advertising. 
~· Newspapers, radio, television, transportation, and 
I 
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There is no regularly scheduled newspaper advertising. The 
bank from month-to-month will insert as much newspaper advertising as 
it feels is necessary. 
On radio the bank sponsors three 6 P.M. newsbroadcasts a week 
over three local radio stations and supplements this with 11 one-
minute spot announcements a week. I' 
II 
On television the bank sponsors 22, twenty-second spots each 
week. I 
Direct Mail. The bank uses direct mail including personal 
letters, circulars and statement stuffers. It is beginning to use 
these in smaller quantities because it feels that a regular use of 
this material causes it to lose value. Mailing lists are compiled 
from the bank's files because the personal experience of the public 
relations director has taught him that connnercial lists are often 
"antiquated and incorrect." 
Other Advertising 
The bank uses outdoor 24-sheet billboard advertisements placed 
throughout the city by the advertising agency. It also has an 
outside electric bank sign which gives time and temperature. 
Point-of-sales advertising, desk signs and posters, are used 
throughout the bank on check tables and at tellers cages. 
Advertising is also placed in banking journals and magazines 
but on a non-scheduled basis. For special events such as an open 
house the bank also uses speciality advertisements such as pencils 
~~~======~a=n=d==b=a=ll==o=o=n=s=.======================================================~~'=========== 
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The bank also has 100 per cent coverage on all city busses. 
Budget 
The bank's advertising budget is figured separately for each 
media. It is determined by what advertising the bank feels is 
needed in each media, the budget.is then set to fit the need. 
PUBLICITY 
The public relations director is also responsible for the bank's 
publicity. His training in this field came through newspaper work 
and from experience in bank publicity. 
His duties are press relations, planning of publicity, and the 
writing and placing of press releases. He considers that his 
relations with the press are good and he knows a large number of the 
editorial and reportorial staff by their first names. 
He has never offered to interpret financial news for local 
newspapers nor does he entertain the staff, because he does not 
feel that this is necessary. He will give tips on stories happening 
ou~side the bank provided they cannot be misinterpreted as a breach 
of confidence • 
The bank often plans events upon which to derive publicity. 
These events include weighing customers in gold and stories on 
different operations within the bank. All releases are written by the 
public relations director in newspaper sytle and are sent to the 
correct sources with release dates. Releases to radio and TV stations 
I. 
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There is no system for taking pictures because the public 
relations director feels that the newspapers would rather take their 
own. 
The public relations director feels that the employees are 
reasonably conscious of news and the value of publicity due to the 
training they receive. This has resulted in good stories coming 
directly from the employees. 
The bank's stories come from all over the bank and often include 
human interest material. 
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CHAPI'ER VI 
THE ANALYSIS AND EVALUATION OF THE 
FOUR REPRESENTATIVE BANKS 
Rockland-Atlas National Bank of Boston 
Two flagrant omissions stand out in the public relations of the 
Rockland-Atlas National Bank. The first is that the bank has no 
written public relations program and the second is that it does no 
formal research. 
The omission of these two considerations, although the bank 
is attempting to create in the public mind "an image of the bank as 
it sees itself," leaves the public relations basically undirectable 
and with a lack of definite purpose or desired results. 
Starting from this point, it becomes obvious why the bank, 
despite the fact that it observes many of the principles of the 
criteria, falls short in many others. Although it has valid reasons 
for not following the criteria in some cases, the writer feels that 
there are not legitimate reasons for most of the deviance and that 
with more concentration on the criteria the bank's public relations 
would be better. 
Employee·relations is one area which suffers from a lack of 
a predetermined program. Under the bank's system, employee relations 
are conducted by both the public relations and personnel departments 
with the latter taking most of the responsibility. As a result, 
although the seeking, hiring and retirement of employees is adequate, 
there is little done with formal training, evaluation, orientation, 
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the use of handbooks, publications, or staff meetings. 
The bank's philosophy toward this position can be clearly 
shown in two statements made by the public relations director which 
demonstrates that the bank's frame of reference is "typically banking" 
as opposed to that of being "public relations orientated." 
The first statement was, that it was believed, without basis 
in research, that all communication filtered down through all levels 
of the bank's staff and that all employees felt free to express their 
opinions to supervisors. The second was in the fact that the bank 
discontinued the use of the employee publication when the task became 
too hard for volunteer to do in connection with other banking duties. 
The former belief and the action taken in the latter situation 
presents to the writer the conclusion that the bank's officials do 
not comprehend public relations as applied to employee relations, 
and, to a degree, establishes a pattern in other areas of public 
relations. 
The public relations activities of the bank in regard to 
director and stockholder relations are also limited, but here the 
reasons for not matching the criteria appear more valid. 
The Rockland-Atlas National Bank did, at one time, follow 
the recommendation of the criteria in holding weekly director-bank 
official meetings, but, on the strength that nothing was accomplished 
through them, discontinued the meetings. Although this tends to 
prove that the meetings are not beneficial, the writer continues to 
maintain that such meetings are theoretically desirable and presents 
I 
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application rather than in the fact that it is not sound practice. 
The fact that most of the bank's stock is held by savings 
banks and controlled by men who come in constant contact with the 
officials and staff of the Rockland-Atlas National Bank, and who in 
themselves ate bankers, perhaps is sufficient reason for the bank's 
not carrying on active stockholder relations. However, even though 
this is a qualifying situation, it is felt by the writer that the 
bank should take more steps toward good formal stockholder relations 
than it is at the present time. Present activities, with the exception 
of the annual report, even in vi~ of situations presumed valid, are 
still too limited. 
Both community and customer relations fall far short of the 
suggested criteria. There is, however, one extenuating element which, 
to some degree, justifies this. 
This is the fact that the bank is in a metropolitan district 
covering a vast physical area and an even greater economic, cultural 
and social market. In view of this, many community relations activities 
such as community research, tours, open houses, and school tours, 
strictly because of the numerical quantities, become impractical for 
the bank. The same is true in the area of customer relations where 
the bank does not desire, and even if it did, could not, serve the 
entire area. 
However, within the realm of practicability, the bank should 
practice as many of the suggestions of the criteria as possible. 
This means doing them only to a partial degree such as research with 
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engagements. 
Although not handled through the public relations department, 
government relations, through tradition, experience, and an almost 
natural law·of association, match the criteria extremely well. This 
is typified by the bank president serving on committees sponsored 1 
by the mayor of Boston. I' 
The fact that the bank is in a metropolitan area also has some 
effect on the bank's advertising program. Since the bank does not 
wish to reach all groups or serve all areas, it limits and directs 
its advertising to those sections it wishes to reach. Within this 
framework it does well. 
The bank falls far short of the criteria suggested for 
publicity, but this it does intentionally because of a philosophy 
of publicity avoidance. Because of this, the bank is losing 
irretrievable opportunities to tell its story and to be accepted and 
known under favorable situations. 
Merchants National Bank of Boston 
The bank has placed practically its entire public relations 
program upon one thing ••• advertising. 
Through advertising the bank hopes to regain prestige and 
customers which were lost because of little or no concentration on 
public relations. Advertising, they believe, would be the quickest 
way to change the public image of the bank and reestablish it in the 
COII11Illlni ty • 
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them to set aside or overlook many of the broader applications of 
public relations. The bank's public relations, therefore, is not in 
balance, and, unless it becomes so, once the advertising has reaped 
the surface elements of the bank's potential gains, it may find 
itself in relatively the same position it was prior to the concentrated I 
advertising campaign. 'j 
The bank has neither a program nor does it conduct research, 
both basis elements of public relations.· Furthermore, the bank's 
public relations director, who seems well qualified in public 
relations even though the major part of his experience is in advertising 
(this maybe a contributing factor in the bank's accent on advertising) 
is separated from the top management of the bank through a chain of 
command. This cuts his efficiency and curtails his effectiveness. 
Activities such as employee relations and training are 
completely divorced from the public relations department. Within 
these areas, as is true with many of the activities outlined in the 
criteria, the public relations director has no or little responsibility 
or authority. 
Despite this, many of the activities and practices suggested 
in the criterion are subscribed to and practiced by the bank and its 
personnel director. 
In the area of stockholder and director relations, as well 
as community relations, the experience of the Merchants National 
Bank has been similar to those of the Rockland-Atlas National Bank. 
Little is done in community relations because of the metropolitan 
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is true of stockholders and director relations, stemming from the fact 
that the bank's officials come into constant contact with this public. 
However, with this latter group, a direct attempt is made to reach 
them through the Banlrlng Seminar, which at the same time takes the 
bank's public relations to other banking groups. 
Government relations are handled by the bank's top officials in 
the same manner as described with the Rockland-Atlas National Bank. 
Publicity is a neglected area with the bank. Even though it has 
excellent public relations activities to publicize, such as tabulation 
and accounting for the United Fund, it shys away from publicity and 
does not use the activity to its full advantage. 
Oneida National Bank and Trust Company 
The public relations of the Oneida National Bank seems to be 
in a state of flux where many of the problems of public relations 
are realized but have not yet been acted upon. 
The goal of the bank's public relations in desiring to interpret 
the bank to its employees, customers, the community, and stockholders 
is sound, yet, within these categories, an adequate job is not being 
done. 
Viewed on the overall, particularly from the view that the bank 
has more accounts than any other bank in the area, it would appear 
that the bank's public relations must be succeeding. But viewed 
in terms of the criterion, even to the public relations director, it 
is apparent that the bank is falling short of its desired goal. 
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has no written public relations program, there is no research, and 
the public relations director does not participate in policy decisions. 
Judged in terms of the criteria, other public relations activities 
have both their high and low points. 
Employee relations is one of these areas where the seeking and 
hiring of employees is good, as is communication within the bank 
through publications and newsletters, and promotion and retirement 
systems, but where orientation and training are weak, thus only 
carrying out part of the activities suggested. 
Stockholder and director relations, and government relations 
are not handled by the public relations department. Government 
relations, which are good, are handled on the local level by the bank's 
top officials who also are the only ones to have any contact with 
the directors. Some attempts at stockholder relations are made by 
the public relations department, such as letters to new stockholders 
and a good annual report, but these are not followed through on 
sufficiently enough to have a sound program. 
Although they are not directed by a formal program, the bank 
does have some activities in the areas of both customer and 
community relations, which are innumerated in the chapter on the 
Oneida National Bank. These, however, can be enlarged on and added 
to by the suggestions in the criterion for a more effective program. 
Advertising is a strong poing of the bank due both to the 
experience of the public relations director and the advertising firm 
hired by the bank. However, the budget, which is determined according 
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into the overall program on the basis of need. 
Publicity seems to be handled better than the other two banks, 
but only to a limited extent. More concentration should be put on 
this activity. 
First Bank and Trust Compal2l 
In many respects the public relations of the First Bank and 
Trust Company complys more closely to the criteria established in the 
first chapter than any of the three other banks. However, there are 
many areas which the bank leaves untouched thus detracting from its 
overall public relations. 
Primary among these is the fact that the bank has no formal 
written public relations program. In the area of research, the bank 
has conducted some activity but nowhere near what should or could 
be done. 
Public relations is accepted as a top management function 
within the bank but is looked on primarily as a sales activity or 
one directly related to sales. As a result, most of its public 
relations activities are directed at this purpose while those seemingly 
not directly related are given less attention. 
The early stages of employee relations, seeking, hiring, 
orientation and training, as well as evaluation, are well conducted 
but after the original work there is little employee communication 
or employee relations activity. 
The area in which the bank should be working the hardest --
stockholder relations -- is the most neglected facet of the bank's 
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public relations. Here, where the bank has an obvious problem, one 
which has existed for years, instead of attempting to correct it 
the bank is doing nothing and is actually allowing the problem to 
magnify, hoping that the economic success of the bank in the future 
will solve the problem for them. 
Customer relations are considered both trxough employee training, 
which teaches employees how to deal with customers, and through 
customer relations activities which incorporates some research. There 
is also a partial community relations program under the direction 
of the public relations director which investigates and encourages 
the membership of bank personnel in community organizations, holds 
open house events, tours, and has speakers, although not a formal 
speakers bureau, and conducts the most intensive school program of 
the three banks. 
Government relations are not formalized but these approach 
the criteria as do the government relations of the other banks through 
the activities of the bank's top officials. In this instance, 
though, the public relations director is himself one of the major 
contacts in local government relations. 
The First Bank and Trust Company is the only bank in which 
advertising has been assigned to another individual who operates 
under the public relations director thus relieving him for other 
activities. The advertising program of the bank, however, does not 
equal that of the criteria because it lacks basis in planning. Its 
strong point is direct mail. 
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events so that they will gain publicity. It also uses human interest 
material in its news stories and publicity. 
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CHAPTER VII 
COI1P.ARATIVE EVALUATIONS 
AND CONCLUSIONS 
In the four banks studied, public relations is recognized as 
a necessary function, and in each, the public relations director 
has the apparent support of the bank president. This is evidenced 
by the fact that the public relations department in two of the banks 
was set up through the bank president, while in the third a public 
relations man was hired to fill the position, and the fourth bank 
has a man who has been active in public relations work for over 25 
years. However, there are still many ways in which public relations 
is not recognized. 
In each of the banks, too, the public relations director says 
that they have been granted the authority to carry out their 
activities in every department and that they receive full cooperation 
and assistance. 
However, upon closer examination, it is found that in at least 
two instances the position of the public relations director is only 
nominal in view of other circumstances. In only two of the banks, 
the banks which have vice presidents in charge of public relations 
who have come up through the field of banking, do the public relations 
directors operate on a policy making level, which according to the 
criterion is vitally important. 
It is apparent from the four banks studied that a larger 
degree of respect, authority, and importance is given to the vice 
president in charge of public relations, while public relations 
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directors from outside the field of banking may be held back. This, 
then p~esents ~o possibilities; first, public relations directors 
trained in outside public relations, such as Mr. Hickey and Mr. Miller, 
may not be able to practice all the public relations activities they 
desire because it is felt by the top management that the men do not 
have through enough knowledge of banking to determine what would be 
applicable to banks and what would not; second, the deep seated 
banking training received by directors such as Mr. Donovan and Mr. 
Jones may function as an impedement in accepting some public relations 
tenets and may mislead them into erroneous assumptions. An example 
of this may be Mr. Donovan's belief that the employees of the 
Rockland-Atlas National Bank speak freely to supervisors and bank 
officers, or that customers are only displeased with their bank 
when they gripe. 
The public relations departments in all the banks but one, the 
Merchants National Bank, report directly to the president. In the case 
of the Merchants National Bank, reports are made to a vice president, 
which creates an undesirable extra link in the chain of command. 
These reports are usually made on a personal or vocal basis and 
written reports are seldom used. Although the personal fact-to-face r 
reports may be best for conveying ideas and explanations and for a 
closer rapport, formal written reports create a permanent record 
which can be consulted for either evaluation or further study. 
One of the major reasons given by the public relations directors 
for not carrying out certain activities recommended in the crj_terion 
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public relations of all the banks. In each of the banks the small 
public relations staff and the handling of all the bank's public I 
relations by a single director has impaired the individual bank's 
public relations. The criterion recommends that for a small bank one 
I 
person may direct the public relations activities, but none of the II 
four representative banks can be considered in this category. Because I 
of the large number of necessary activities not covered or even 
touched upon by the banks, it is apparent that each public relations 
department needs to be enlarged so that it can operate to its full 
capacity. 
The use of outside public relations counsel could, to some 
degree, compensate for a small staff and allow the public relations 
director to carry on other duties. Only one bank, however, the First 
Bank and Trust Company, has ever used these facilities. Although these 
facilities are available for each of the banks the public relations 
directors have said that they did not have any need for such counsel 
or service. An analysis of the activities not covered, or not 
covered properly, by the directors clearly shows that they could use 
additional assistance of this type. Such services of public relations, 
in addition to being obtained from outside sources, may also be had 
through the bank's individual advertising agency. 
Such outside assistance may particualrly prove invaluable in 
the field of research, where all the banks are lacking. Formal research 
in the bank, which could be the core of all public relations activities, 
is practically non-existant. The only exception is the First dank and 
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It appears to the writer that behind such logical reasons for 
the bank not participating in research, as budget limitations, there 
is a belief on behalf of the bank that it already knows what its 
customers, employees and community thinks. And, that they, through 
their empirical knowledge and past experience, can predetermine the 
desires, reactions and attitudes of the people with which they deal. 
Plan 
Only two of the banks, the Oneida National Bank and the First 
Bank and Trust Company, have even partially written public relations 
programs and these are in the area of the bank's advertising policy. 
At every bank the director stated that there was no written plan 
because it was felt that the bank could function better if it were 
not limited by written rules. 
One of the major concerns of the criterion is that the bank 
should not put themselves in such a position that they follow public 
relations plans or programs dogmatically. It does, however, suggest 
that the bank have such a program and that the bank use this as a 
guide. It is the conclusion of the writer, that the public relations 
directors, probably through their readings in banking public relations, 
have picked up only part of the suggested criteria; that which 
suggests that the bank be fluid in public relations activities and 
not adhere strictly to a plan or program, and have misconstrued this 
to the point, simply because it is easier, that a written plan should 
not be used. 
The public relations directors also stated that they had no 
I 
•I 
II 
II 
II 
I 
I 
II 
I 
II 
II 
,I 
II 
149 
programs in such areas as employee, community, and customer relations. 
Upon further questioning, though, it is apparent that within degrees 
each bank does have some activities. The directors, however, tend 
to look upon these as individual and separate endeavors and not as 
part of a general program. This, of course, relates to the fact that 
the banks do not have fully written programs guiding their public 
relations and that they tend to look upon their public relations as 
segmented activities instead of well coordinated operations leading 
to general objectives. 
Under this reasoning, the bank's employee publications become 
nothing more than employee newspapers, information desks only to 
give information, banking forums to get new business, and school 
programs only for the purpose of getting new employees. 
It is also quite evident, from an analysis of the banks, that 
bankers tend to accept and pursue more readily activities from which 
they can recognize direct tangible benefits • This is evident through 
the fact that the banks are quick to remodel, redecorate and even 
build new buildings because they can see the effect the new appearance 
has on bringing people into the bank. The same is also true in the 
area of services, where the banks make strong efforts to outdo each 
other. Here, again, their direct, recognizable reward is in actual 
cash. 
In other areas such as community relations, employee training, 
stockholder relations, research and publicity, the banks hold back 
their activities for they can see no apparent actual return on the 
effort or money spent. This regardless of the great amount of effort 
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expanded ·by the national banking associatit>ne to change the image of 
the banker 8.dds credence to the original image of the banker thin.ld.Dg 
only in terms of dollars. 
Duties 
MOst of the directors have as their nominal duties those listed 
by Dunn in the criterion. However, it is apparent that the chief 
function of the directors, with the exception being Mr. Jones, is 
that ot advertising. 
It was within this area that the directors seemed most informed 
and could furnish the greatest utount of information, facts and 
pr-.ctices. This was particularly trtJ$ with the Oneida National Bank 
and Trust Company and the Mercharit.s National Bank where the men were 
hired directly because of their advertising experience. 
It is the conclusion of the writer that this accent is placed 
on advertising because it is related to direct sales and supposedly 
. ..-.. 
brings the bank more return than othlfr ·public relations activities. 
It is also here that the public relations directors spend the 
greatest amount of their time at the expense of other public relations 
activities. 
Budget 
In each of the banks the public relations budget, whether 
separate or incorporated under advertising, is said to be figured 
according to need. This is as recommended in the criterion. However, 
the fact that a great many of the bank's public relations activities 
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are limited by what the public relations directors say is a lack of 
budget, the writer draws the conclusion that the budget is allocated 
more according to what is felt should be spent rather than what is 
needed. .A.n examination of each individual bank points out a variety 
of things which the bank needs but which are not done. It stands 
to reason, therefore, that the bank's budget is not calculated as it 
should be or more money would be directed towards needed areas. 
EMPIDYEE RELATIONS 
A direct correlation between the employee turnover and the 
employee relations program of the banks cannot be made here because 
employee turnover in the representative banks is about equal to or 
lower than that established as an average for banks regardless of 
employee relations plans. Something, however, can be said for the 
First Bank and Trust Comp~ which does have an employee relations 
program and for the fact that their employee turnover is calculated 
at less than that of the Oneida National Bank and Trust Company in 
the sa:me cemmunity. However, employee turnover is also low for the 
Rockland-Atlas National Bank which does not have a formal employee 
relations program. This, however, may be attributed to the good 
informal relations between the employees, their supervisors and 
management, as stated by Mr. Donovan. 
Although each of the public relations directors feel that their 
bank's public relations is good, they do not devote much effort to 
their employees, the first line of contact in the bank's overall 
public relations activities. This is, according to the directors, 
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because they do not ha.a sufficient time to devote to these activities. 
It was also expressed in varying degrees and quitely strongly by the 
public relations director of the Merchants National Bank that such 
activities are not necessary for employees. 
The major part of all public relations efforts among the banks 
are directed toward the customers with little or nothing done in the 
area of employee relations. The idea existing just below the surface 
in the statements made by the directors is that the employees already 
lmow what to do in dealing with customers and don't need training. 
Mor~.le and Motivation 
All the banks, as is the common practice, give the employees 
f"!\. benefits and compensation above salary. The banks are quite advanced 
in this practice and it undoubtedly accounts for their ability to 
retain and satisfy employees even though other conditions such as 
straight salary are not as good as in other fields. 
Promotions in the banks studied also are usually governed by 
achievement rather than lOngevity or seniority, but, as stated by 
the director or the. Merchants National Bank, seniority is still 
inherently entrenched in the bank's system.. 
All grievances in the bank are brought down to the lowest level 
of contact. This, of course, is good if it profits from the personal 
relationship, but unless the individuals handling the grievances do 
so with an open mind and are unbiased by their own prejudices, the 
grievance system may not function properly. For this reason, the 
system set up by the First Bank and Trust Company in which the employee 
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has recourse to other bank officers and even the bank president, if 
not satisfied, is undoubtedly a sound one. 
Hiring 
In none of the representative banks does the public relations 
director take ~rt in the hiring or interviewing of employees unless 
they are asked to do so for some particular reason. Behind this is 
the belief of the pUblic relations directors that the function is not 
part of their job and that hiring and interviewing is the sole function 
of the personnel department. The directors also feel that any inroads 
into this area may cause the personnel department to think that the 
public relations department is trying to take over its function. The 
public relations direQtors also feel that to enter this area of the 
bank wruld involve too much t:tme and effort thus detracting from 
already busy schedules. 
In two of the representative banks the public relations directors 
have apparently little contact with or understanding of the personnel 
department. At the Merchants National Bank and the Rockland-Atlas 
National Bank the directors, upon questioning, proved to have little 
working knowledge of the personnel departments or what activities it 
was carrying out. This situation 'is extremely dangerous in view 
of overall pUblic relations and personnel department plans. For as 
the criteria points out these two departments DlUst work closely 
together. 
Both testing and interviewing are used in three of the four 
banks, with the Boston banks using tests furnished by the American 
r 
154 
I 
I 
II 
I i· 
Bankers Association and the Oneida National Bank being in a special 
situation where the bank can use the testing services of the New York 
State Department of Labor. However, the fourth bank, the First Bank 
and Trust Company 1 uses only interviews and no testing because of the 
personal opinion of the public relations director that as much can 
be gained fran the personal i&\erviev and the empirical judgment 
of the candidate as from actual tests. Although his belief may have 
some validity it is judged upon his personal experience and prejudice 
against formal testing. 
Each of the banks uses separation interviews and this is a 
strong indication that they are attempting to judge and evaluate 
weak points w.i. thin the banks. 
Orientation 
Orientation and training in the banks, with the exception of 
the First Bank and Trust Company is conducted on an informal personal 
basis. Under this, the information and training is given to the new 
employee by the person directlymsponsible for training them. Although 
this personal instruction couldbe the best method of giving 
orientation, it is doub~ful that the person in charge, since they 
have not been properly trained themselves, do much in the area of 
orientation. If actual orientation is given by these individuals it 
undoubtedly varies with each person since there is no form to follow. 
This individual orientation might even go to the extent, 
without supervision, where the individuals are passing on incorrect 
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probably 1 if it includes a certain amount of supervision, is best 
conducted in this manner. 
Again, wi. th the exception or the First Bank and Trust Company, 
and training given by the Oneida National Bank through starr meetings, 
there ie no training in public relations activities such as writing 
or c.ntstomer contact. This demonstrates that the banks ari failing to 
recognize and use their most important tool in their public relations 
program -- employees. 
Group Organizations 
There are employee organizations in each of the banks but these 
seem on a small scale and provide usually only one activity, the 
annual Christmas Party. Ber"~Vtoo, in the opinion or the writer is 
one of the ideas which banks have grasped as being practiced by 
everyone and so they ·too have organized a group. The four banks have 
their employee organizations but they seem to be of little value 
because or little activity. 
One idea presented by three Of the banks but Rot mentioned in· 
the criteria is the participation of the bank employees in the 
organi~ation through the payment or dues. This seems to be a good 
addition to the operation of sud organisftions even if, as in the 
case of the First Bank and Tru&·t Canpany and the Merchants National 
Bank, the payment is only of a token nature. 
Comnwrl.cation 
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handbook. This is because the public relations director feels that 
personal instruction fills the need for such material. Training and 
orientation in the bank, however, is not formalized and is given by 
different individuals with different backgrounds. The three banks 
which do use handbooks devote them generally to orientation about the 
bank history and not to things such as sales, new accounts and 
instructions. 
Employee meetings even in tbe two banks which have them, the 
Oneida National Bank and the First Bank and Trust Company, are not 
common and are held, at the most, twice a year. The reason given for 
not holding meetings -is that the bank1 s staffs are too large. Sectional 
and departmental meetings are held in the banks but these are devoted 
to specific problems and are not under the control of the public 
relations department. These m&etings could supplement larger ones 
if the public relations department included material on pertinent 
subjects to be given along with· the meetings, such as films and slide 
material. As it is, in the banks, practically nothing is done on this 
level. 
Two of the banks have employee publications but the other two 
do not. The First Bank and Trust Company does not have a publication 
because it is felt that the bank is small and everyone knows what 
is going on. The bank has four branches within the city and 220 
employees. The criterion states that employee publications are 
particularly necessary if there is a separation of the actual groups, 
which here, of course, is true • 
.._ The Rockland-Atlas :National Bank at one time did have an 
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employee publication. This, however, was discontinued when the person 
responsible for it did not have suffi-cient tim to put out the 
publication. The public relations director t!tpl:'essed the feeling that 
it was too bad the publication had to be dropped since he felt that 
it was imp()rtant to the bank, but he did not seem conscious of the 
·fact that releasing the editor from some of her other duties or 
.getting more people to help would insure its publication. 
The Rocltland-Ata,s National Bank did not have a suggestion 
~because it was felt that>the peop}e already communicate freely 
with their superiors and in that way passed on suggestions. Both the 
Oneida National Bank ·and the Merchants N~tional Bank had suggestion 
systems but since no rewards were involved each felt that the system 
was not producing properly. The fact that the First Bank and Trust 
Company receives a number ~f good suggestions through its reward 
suggestion system proves that if a suggestiOn system is to work some 
type of reward and recognition must be given before the employees 
will bother to give suggestions. 
All the banks use bulletin boards and seem to have a grasp of 
their importance and proper use. 
Only one of the banks use payroll inse~ regularly. Of the 
other three, two sometimes do and one never. The reason behind this 
is that the banks consider the payrolls to be too personal for such 
enclosures or because they felt that if used too often their effect 
will demi.nish. 
None of the banks attempt employee attitude surveys. The idea 
has never occurred to the public relations directors of the Oneida 
1)8 
,, 
' 
II 
I 
l 
I 
I 
l 
I 
I li 
I 
National Bank and the director of the Bookland-AtJ.aa National Bank 
felt that it was nat necessary because the employ-ees already 
expressed themselves freely to supervisors. Two of the banks have 
in the past attempted surveys and both found that they were not 
effective and that little was derived from them. In both cases, 
however, they were conducted by perscns within the bank and this, 
in addition to not being well prepared studies, may have discouraged 
the employees from giving honest answers. It is the writers opinion, 
howe't'er, that 1;his fits into the pattern of bank management which 
believes that they know what the situation is and that such studies 
are unnecessary and perhaps worthless in view of their own knowledge. 
There are retirement programs at three of the banks for 
employees and officers, but the Oneida National Bank has not yet set 
one up. Noen of the banks have retirement ages for directors 
because the oldest directors have the most power, and these are often 
retired men who pursue their bank directorship as a hobby and desire 
to keep it as long as possible. 
STOCKHOLDERS & DIRECTORS 
The stockholder relations programs at the four banks are 
practically nonexistent. The activities which are carried on are 
limited to anzru.al reports and to small ammounts of mailed information 
directed at sales and business development. 
The two Boston banks present the same reason for not carrying 
on a larger stockholder relations program. This is because the 
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of the bank come into frequent contact 'Wi. th representatives of these 
banks. Because of this close relationship the bank's public relations 
directors feel that programS are not necessary. 
Because stockholder relations with the First Bank and Trust 
Company are so bad, the bank makes no effort what-so-ever to conduet 
a program. It is felt that its relations with stockholders can only 
be bettered when it starts paying dividends. Here again is the 
bankers thinking in tenns of cash transactions only. With the stock-
holders, when the bank should be directing all its efforts to gain 
a friendly public, it is letting things go by in favor of better days 
when the stockholders will become friendly by themselves. 
-
The banks in general seemingly' consider their stockholders 
as their least important public and in each of the banks less effort 
is expended here than elsewhere. It is probably the least considered 
public in banks. 
Two of the banks have attempted to integrate their directors 
into their business development and public relations programs. The 
Rockland-Atlas National Bank considers its program a dismal failure 
because the directors did not show enthusiasm. The First Bank and 
Trust Co~, however, still has its program and it is functioning to 
the satisfaction of the public relations director. 
The failure of the program at the Rockland-Atlas National 
Bank -- and the idea was also expressed by- other banks --was because 
directors did not seem to show much interest on their own. To 
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stimulate this interest, according to the criteria, is the direct I ~.·.'L_==~====================================*II.I===== • ~ function of the bank's public relations department. The fact that 
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8u~h a program has succeeded at other banks may prove that the fault 
lies not in the program but haw the program was conducted. Uhder 
such -programs the directors must be sti.lru.lated to want to take an 
active interest, and it is the writers belief that this is the 
function of the public relations director to produce that stimulation, 
even though the directors do not appear to be interested. 
Not one of the representative banks can boast of stockholder 
meeting attendance of over 10 people. The attendance has come to be 
an accepted fact by· the banks and this is because the banks make no 
effort to encourage attendance or to make the meetings interesting. 
These meetings are held by the banks simply because it is a matter of 
law. None of the bank public relations directors appear to see the 
value of stockholder relations and the attendance at the meetings and 
the bank's lack of concern about it generally typifies the individual 
bank's attitude toward stockholder relations. 
Annual Report 
Contrary to other stockholder relations activities annual 
reports issued by three of the banks are excellent. This, however, 
fits the bank's set of performing public relations activities from 
which tangible results can be achieved. Here the production of a 
good looking report, one which can be used to gain more business, is 
the end in itself. 
The First Bank and Trust Company produces a very poor annual 
report but this conforms to its ideas on stockholder relations. 
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the most neglected of all the banks' ~lie relations activities. The 
neglect here, however, may be doubly harmful particularly if the 
stockholder relations situation is critical. 
CUSTOMER RELATIONS 
The baDks carry on more activities in customer relations than 
any other area. This 1s particularly apparent in the field of 
tangible services and facilities. But in other phases of customer 
relations they are still lacking. 
Services among the banks are identical and equal with each 
bank attempting to give as many and as varied services as possible 
in order to attract customers. 'I'here is a definite trend in the 
(""', representative banks toward what the criterion tenns "department store" 
banking. Each of these services are gaged to show direct moni tary 
return and thus show the bank their immediate value. 
The heavy accent on the remodeling and rebuilding of banking 
·quarters demonstrates that the banks have found this a necessity 
in conducting business and have discovered the importance of pleasant 
surroundings in the new image of banking. The stress on drive-in 
--
windows and parking also demonstrates that the banks have found this 
a necessity for competition. 
Branch banks, to accommodate a spreading suburbia, have also 
been accepted by the banks as a competitive measure. Such branches 
are particularly important to the Utica banks and they stretch beyond 
the city's limits into neighboring communities. Branches of the 
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Boston ban~, too, are spreading out and going to the people. The 
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great number of banks in the Boston area, however, limit their 
expansion. 
Banking hours are one of the things into which the banks have 
not yet delved very deeply. It is true that three of the banks 
provide extra-hour banking service but this has been set up without 
prior research and the testing of the satisfaction of the hour 
schedule for the customers is left to the actual volume of business 
carried out during that period. Here again the banks are making 
decisions vi tal to their custome.rs solely on the basis of their 
own judgement. 
Training for customer contact, with the exception of the 
program of the First Bank and Trust Compaey and the partial program 
of the Oneida National Bank, is limited to personal instruction. 
This instruction, however, is left to .the discretion of the individual 
and has no formal basis. Since these people are not trained themselves 
and follow no pattern to instruct new people in such things as 
face-to-fa1~e contact, telephone contact, or letter writing, it seems 
hardly pos ~ible that the bank employees receive proper training. Such 
i.Ds~tia~s must be formalized to insure that the employees receive 
complete tl•a.iliing in all aspects of customer relations. 
Eac 1 bank has a system of handling new accounts, a1 though each 
differs fr 1>m the others. Under each system., though, there is an 
attempt to have the new accounts handled by responsible persons and 
the bank u~e the opportunity to give new customers information about 
other serv ces. 
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initial intA rview and customers with large deposits or potential 
users of otJ er services receive more "red carpet" treatment than others. 
This is not particularly bad and may even be considered practical 
provided ev~ry customer receives good friendly treatment and such 
ci!ferences are not obvious. The public relations director at the 
First Bank jl.nd Trust Company, contrary to the idea of giving tours of 
the bank to new customers, expressed the itlea that customers do not 
want this treatment and are not willing to spend the time in such 
tours. This is an area which might undergo further study. 
Infcjnnation desks are not in prominent use in the four banks. 
Only the Ro~kland.-Atlas National Bank has one and the other three 
use floormejn or bank guards in this capacity. Bank printed material 
and check forms and deposit slips, which the criteria suggests be 
located at the information desk, are found at convenient locations 
at customer tables and desks in all the banks • 
Complaints are handled differently at each of the banks. But 
there is an attempt to have the complaints settled at the lowest 
possible level. and not bring them to the attention of the public 
relations director unless they are of extreme importance. 
Al.l the banks are very active in the areas of business develop-
ment am new accounts. And each program corresponds favorably to 
that set up in the criterion. The interest and amount of time 
devoted to this activity over others, demonstrates the bank's leaning 
toward publi~ relations activities from which they can see tangible 
results. 
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director direct the operations of the program. In two of the banks 
they act in an advisory capacity but in the Oneida National Bank and 
Trust Company, the director, although he is a member of the business 
development team as a business solicitor, does not act in an advisory 
capacity. Of the four banks, the business development program of 
the First Bank and Trust Company 1 directed by the public relations 
director, seems to be the most complete and best organized. 
The First Bank and Trust Company is also the only bank which 
has any type of incentive reward system for employee participation 
in business development. The reason that such programs are not 
cond.ucted is that they are too hard to set up and there seems to be 
few previous models on which to fashion a program. The only existing 
program of this nature in the Eastern states if in White Plains, New 
York. The public relations directors favor some type of reward 
program but then are at a loss as to how to begin or conduct one. It 
is the writer's opinion that in this area the national banking 
associations could be of great help. 
COMMUNITL!llELATIONS 
Community relatio:ns J.s another area in which the banks are not 
at their effective best. Ea6h bank practices some activities, 
many of them good, but there· is no central theme to guide them and 
they tend to chose the activities on the basis of what might work 
without too much effort of' preparation. 
Community research has never been conducted by any of the banks, 
165 
" 1. ===il=h=ow=e=ve=r=='=th=e=y=s=a=y=t=ha=t=th=ey==ar=e=all==WJ.=·=lli=n=g=t=o=p=ar=t=i=cJ.=·p=a=te==in=an=y=· ===#===== 
wortb-while community activities regardless of sponsorship. As things 
are, though, they limit their participation and contributions to 
allinvolving community activities such as the United Fund and Comnnmity 
Chest. This they believe covers their responsibility and, mostly 
as a matter of policy, they turn. dawn other requests. 
The ~unity activities of the Merchants National Bank and 
the Rockland...A.tlas -~nal Bank are 1imi. ted because of their location 
in a metropolitan area. Such areas are so large and cover so mch 
territory that the bankers, wi tb justification, feel that their 
COmmUnity acti~ties would be wasted or that they would not provide 
sufficient coverage to ...-rant the a4ded expense. In the smaller 
COJDIIlni ty of Utice were the banks are better known simply because of 
relative size 1 there is a greated chance of the bank preforming 
cOIIIJIIWli ty activities with proper reward. As shown through the school 
program conducted by out-of-town branches of the Oneida National:Bank, 
there is even greated potential for community activities in smaller 
cOJIIDDlili ties where the banks may entrench themselves as community 
leaders. 
Sponsorship or community activities by the banks is limited; 
first, because the banks do not see what activities they can sponsor; 
second, past attempts at sponsorship have failed. An example of this 
is the Financial Forum sponsored by the Rockland-Atlas National Bank 
from which the bank states it did not receive a "nickel's worth of 
business." The bank, of course, in this case was using the forum as 
a means of obtaining more business and when they did not do so, declared 
~ the forum a complete failure. Here again is the bankers belief in 
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immediate moni tary returns and little consideration of future gains 
in good will or community service. The Oneida National Bank, however 1 
had been carrying out the same type of forum and is satisfied with 
its results. 
The reason that the banks cannot find suitable projects to 
conduct is because they do not have research programs to discover the 
activities. As a result, they take some of the major suggestions, 
such as the Finance :rorums, offered by the banking aneciation and 
apply it directly to their bank without prior investigation as to its 
desirabUit7. 
Membership in outside organizations is usuall1" 1imi ted to 
officers and in some cases senior employees. This is because the 
bank feels that there would be too much work involved in controlling 
these activities among the employees. As it is, there isn't much 
direction Or organization of the officer programs. The two Boston 
banks do not haw J'&imbursement as part ot their general policy but 
the Utica banks do. The First Bank and Trust Com.pan;y also allows its 
employees to do work, of an organization nature, on bank time. 
All the banks contribute the use of their lobbies and windows 
for display purposes within the limit of their facilities, and each 
also has some sort of a program to guide these activities. None of the 
banks, however, large11" because of lack of space, have a coliDlluni ty 
meeting room in the bank. The operation and control of such a room, 
the bank public relations directors feel, would be difficult. 
Open house is held by all the banks but in the metropolitan 
f"'\ district these are restricted to families and are not open to the 
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public because of fear of large crowds. In the smaller co1lllllllli. ty 
open house activities seem to be successful when staged within the 
banks capacities and limitations. 
To"Ut"s are held only by the two Utica banks. These are restricted 
to schools and to groups who approach the bank for such activity. The 
Utica banks attempt to hold such totn"s to a minimum because of the 
time and effort necessary for them. The Boston banks avoid such 
activities all together because such a ptogram would be too involved 
for a large metropolitan area. 
Although none of the banks have speakers bureaus each has 
speakers who will give talks when approached. None, however, actually 
seek opportunities to speak other than asking groups before which 
they have already appeared if they would care for additional speakers. 
'!'he banks do encourage speaking courses among their officers and 
employees and it is the opinion of the writer that is the banks go 
as far as to have speakers ready and prepared to talk, they should 
also solicit opportunities for them to speak. 
School programs, even where they exist, are extremely poor. 
The metropolitan banks do absolutely nothing because of the wide 
disbursement of schools which makes such activities difficult, 
expensive, and economically unsound. -To a lesser degree the same 
problem exists in Utica where the large number of children and schools 
make such activities extremely expensive. It is only in the small 
communities, such as those in which some of the branch banks are 
located, that programs of this nature seem to be practiced effectively. 
f"tt otherwise, on the impression gained from the public relations directors, 
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when the banks offer their services such as teaching or tours to the 
school, they would be just as happy if' the school did not accept. 
GOVERNMENT RELATIONS 
Govermnent relations, other than those handled through state 
and national associations, are carried out informally by the banks. 
In two . banks, the Rockland-Atlas and the First Bank and Trust Company, 
timse activities are supervised by the public relations director, 
but in the other ~o banks they are controlled by Qther bank officers. 
In none of the ba.l'lks, however, is there what could be called 
a fomal system of guiding such relationships. The importance of 
such activities, as knowing local politicians and lawmakers, is known 
to the bankers and they, through day-by-day activities and their own 
personal social contacts, develop a relationship With these people. 
All this contact is not deliberate but comes about through a natural 
process of the bank's existance. 
ADVERTISING 
It appears to the writer that 'Hi. th the exception of the First 
Bank and Trust Com~, which has an advertising director who works 
under the public relations director, that advertising is the main 
function of the public relations directors. This is particularly 
true of the two public relations directors who are not vice presidents 
and who have gained their background in advertising work outside the 
bank. 
The advertising programs at each of the banks is worked out in 
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-connection with the barik'~ advertising agency and is directed primarily 
at selling the bank1s services with little accent upon institutional 
advertising. No research or testing of advertising is done by any 
of tbe banks; research is not used because of the belief jlhat the 
experience and ingenuity of the advertising agencies will give the 
banks the right answer to what and how to sell. Testing is not 
conducted because the directors feel tbat testing cannot be effective 
·nor conclusive with 'bank advertising. 
The largest part of each bank's budget is directed to newspapers. 
Radio advertising is also used but television is kept to a mininmn 
because of the heavy expense. 
Direct mail is used by all the banks although there is hesitation 
in using pay or dividend enclosures. The mailing lists are derived 
f'rom various sources depending upon the public which the bank wishes 
to reach. Commercial lists are often used by three of the banks but 
the First Bank and Trust Company refrains from the use of such 
material because of a belief of the public relations director that 
the.y are usually incorrect. 
In Boston, outdoor advertising is used only near the main office 
or the branch banks to get immediate pulling power or advertise the 
immediate presence of the bank. In Utica, the banks place outdoor 
advertising throughout the city. 
Car cards are also used extensively in Utica but not in Boston. 
Both the use of car cards and outdoor advertising is apparently 
more effective in smaller communities where the people can more 
f' readily connect the bank to the advertising. This is a form of mass 
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-advertising which the Boston bankd prefer not to use in favor of more 
personal sales contact. 
Only one of the banks, the First Bank and Trust Company uses 
an outdoor time-temperature sign. The location of this bank is such 
that it is prominently displayed and calls attention to the bank 
itself. For the other banks, however, such a sign would not be 
practical. 
The banks ·have all used 11 g:i.m$:Lck advertising" at one time or 
another but they do not like the practice because they believe it 
detracts from the prestige of the bank and that people will believe 
that the bank has to give things away in order to get oustomers. 
The advertising budget of all the banks is set according to 
what the bank feels is necessary to fit the need ot each particular 
media. The budget is usually figm:oed on a yearly basis for each of 
the media, but these figures are flUAble under certain circumstances •• 
The newspaper advertising budget of the Fi;"st Bank and Trust Company 
is the only one which is not se:t up on a yearly basis. This is set 
according to iJDJD9diate needs ()~ a monthly basis. 
PUBLICITY 
The public relations directors in each of the banks is also 
responsible for the bank's publicity. However, publicity is not 
particularly sought by the banks. 
The banks, although they occasionally plan and place stories, 
us1l8l.ly just wait until something of top news value happens and then 
n place it as a news story. In other works, there is no use of actual. 
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publicity campaigns or publicity seeking techniques by the banks. 
This, as expressed through the Boston banks, is because of a 
fear of acquiring the bad connotation often connected with publicity 
and the desire to protect and retain the old image of banks and 
banking. 
The banks also do not interpret financial news, give news tips, 
or entertain members of the press or other media because it is felt 
that such activities are not necessary and because they fear that 
such activities are not necessary and because they fear that their 
actions might be misinterpreted or misrepresented and detract from 
the reputation and standing of the bank. 
The public relations directors, with the exception of Mr. Jones, 
do not feel that the employees of the bank are aware of publicity 
or tbe value of news, because they have never directed any attention 
to this end. This is attributed to the bank's overall policy of 
avoiding publicity rather than the failure of the public relations 
directors. 
Straight news releases are so:mtimes written by the public 
relations directors but more often stories are phoned into newspapers 
or sent out on information sheets. News to radio and television 
stations is usually phoned or the bank allows the stations to pick 
up the news directly from the newspapers, thus making the newspapers 
the only direct publicity contact. 
MOst of the bank's publicity deals with stories of alterations, 
opening of branch offices, promotions, staff changes and other 
1"\ straight news. There is little use of human interest stories or of 
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other special material such as pictures or features. 
All-in-all, the banks, by deliberate intention, although they 
do not attempt to avoid publicity, do not particularly seek it. This, 
the writer believes, stems from an old fear of publicity held by 
such institutions. 
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-CHAPTER VIII 
RECOMMENDATIONS 
The recommendations listed in this section are broken down into 
two general categories: those of specific reference to the individual 
j banks, pointing aut areas for improvement or change; and those 
i related to the general banking criteria, as suggested by the banking 
I 
associations and listed in books and current banking periodicals, 
which point out areas for increased activities in order to change the 
present concepts and practices of the banks, or for actual changes in 
the criteria itself. 
1 Unfortunately, the major recommendations are applicable to all 
I four banks. This situation may, in addition to being the problem 
of the four individual banks, also be the problem and responsibility 
I of the organizations and indi vidu.als whose recommenda tiona went into 
I the formulation of the criterion. It would appear that since these 
j recommended activities are not carried out by the banks, and since 
I they are major considerations-, the sponsors of banking public relations 
I 
1 have not stressed them sufficiently nor impressed their necessity, 
in making a complete public relations program, upon the bank's top 
officials or the public relations directors. 
Three major recommendations, which involve the four representa-
ti ve banks, are: 
1. Larger public relations staffs to enable all segments of 
the bank's public relations to be adequately covered. 
Three other recommendations along these lines include: 
--··-===!!========================#==== 
a. The increased use, and accreditation by banking associa-
tions, of people trained in public relations outside the 
:field of banking. 
b. The use of outside public relations counsel to assist 
the bank's public relations director. 
c. The placing of advertising under the direction of an 
assistant to the public relations director. 
2. Larger p.1.bUc · relations budgets to enable all segments of 
the bank's public relations to be adequately covered. This 
budget should be separate :from advertising. 
3. Formalized, written public relations programs to guide but 
not channelize public relations activities. 
Included in this recommendation are: 
a. Written reports on all public relations activities. 
b. Periodical examination and evaluation of public 
relations activities based on the written program. 
4. Research in all areas of the bank's activity including 
informational studies and attitude surveys dealing with: 
a. Employees 
b. Customers 
c • Community 
d. Stockholders and directors 
e • Advertising 
5. Formalized local government relations activities under the 
direction of some bank official who will guide them and not 
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leave such activities to chance. 
6. Intensive concentration on the actual seeldng of good 
publicity and an elimination of the prevalent belief that 
publicity is not in character with a bank's position in a 
comnrunity. 
Generalized recommendations for the individual banks include: 
Rockland-Atlas Natio~ Bank of Boston 
'i 
I 
II 
j! 
I' ,I II 
lj 
II ~I 
'I !, 
i! 
'I 
1. Increased activity in the area of employee relations, includ- '1 
ing the seeking and hiring, _orientation and training of these I 
employees. Also, the publication of an employee handbook 
for orientation, a periodic employee publication for 
communication, staff meetings and a suggestion system. 
2. Inclusion of employees in_ business development. 
3. A cCBbined effort with other Boston banks on institutional 
promotion and education, with tours, speakers bureaus, and 
school programs. 
4. A closer worldng relation with the bank's advertising agency, 
more use of direct mail, and a more varied use of advertising 
media. 
Marchants National Bank of BostOn 
1. Make the public relations director a part of the policy 
making group. 
2. Eliminate the extra link in the chain of command by having 
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-the public relations director report directly to the bank 
president or the bank's top organization body instead of 
through a vice president. 
3. Involve the public relations director in the personnel 
I' 
activities of the bank so that he will be in a position !I 
to advise and counsel and, where applicable, direct: j 
a. the seeking and hiring of employees 
b. orientation and training 
c. suggestion system 
d. employee meetings 
and where he will be in a position to instutite adequate 
employee attitude surveys and publish more frequently 
the employee publication. 
4. Plan and conduct a stockholder and director relations 
program through the public relations department. 
5. A combined effort with other Boston banks on institutional 
promotion and education, with tours, speakers bureau, 
and school programs. 
Oneida National Bank and Trust Company of Utica 
II 
II 
I' ,I 
II 
II 
I 
li 
·I I,
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II 
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1. Include the public relations director as part of the policy li 
I 
I 
!I 
II 
making group. 
2. Bolster the employee relations program through orientation, 
training and staff meetings. 
3. Create a suitable award program in connection with the 
suggestion system. 
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4. Establish a manditory retirement system. 
5. Create a program of stockholder and director relations. 
6. Conduct a study of banking hours. 
7. Organize a speakers bureau. 
a. Enlarge the school program. 
First Bank and Trust Company of utica 
1. Establish standard requirements for hiring employees. 
2. Use formal testing in regard to employee candidates. 
3. Produce an employee handbook for orientation, training, 
and to familiarize them with the history of the bank. 
4. Create a regular employee publication. 
5. Take :i.mlrediate corrective action in the area of stockholder 
relations by establishing and conducting a sound program. 
6. Improve the Annual Report. 
7 • Establish a speakers bureau. 
a. Enlarge the school program. 
The following are recommendations and changes in and of the 
criteria and suggestions for emphasis or de-emphasis on various 
aspects of the bank public relations criteria. Although most of the 
suggestions in the criteria seem to be accepted quite readily by the 
banks, either in whole or part, the following seem to be particularly 
neglected areas which should receive :i.mlrediate attention. 
Areas of Emphasis and De-emphasis in Banld ng Public Relations 
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1. Emphasize the importance of more formalized planning "in 1
1 
public relations programs 'Wi. thin the banks. jl 
2. Place more emphasis on actual budgeting in connection with 11 
I. 
planned public relations programs. II 
3• Emphasize research of all varieties as necessary to formulate! 
the basis of proper planning and increase the prestige of 
proper research in the minds of the bankers. 
4. Stress in terms of public relations the importance of 
employee evaluation in regard to their job and their own 
public relations function. 
5. Promote the use of publicity and take positive steps 
to eliminate the attitudes of bankers against publicity 
in connection with banks. 
6. Stress the importance of media, other than newspapers, in 
reaching a variety of publics. 
7. Place more emphasis on "controlled" organization membership 
of the bank's staff. 
a. Emphasize the bank's participation as a leader in community 
activities and not just a follower. 
9 • Stress the importance of school programs and the opportunity 
to c.ondi tion future customers. 
10. Stress the importance of the bank's upholding its part in 
institutional advertising on the local scene. 
ll. Place less emphasis on public relations as a sales function. 
12. De-emphasize the use of information desks and further the 
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I"', use of bank guards or floormentwho can approach the customer 
I 
,, 
II 
ll 
-· rather than making the customer go to the desk. 
Changes in tbe Criterion 
1. In all literature, break public relations programs down into 
categories for corresponding sizes and types of communities, 
rather than releasing general public relations ideas. It 
is obvious from this study that many of the ideas expressed 
in various criteria, although good in a particular frame 
of reference, are not generally applicable. To keep banks 
from attempting ideas which may seem good; but in reality 
were not prop9sed for their type or size bank, various 
criteria should be set up for different sized banks in 
tenns of assets and for banks in yarious types of communities, 
judged, perhaps, in tems of market area. 
2. Keep adovertising separate from public relations and, if 
possible, place advertising under a person who is directly 
responsible to the public relations director. It would 
appear to the author that where the public relations 
director discharges the duties of the advertising director 
most of his time is spent in this -capacity, keeping him 
from other activities. 
3. Within the framework of the categorical breakdown of 
public relations for the various sized and types of banks, 
establish formal project programs which a bank of the 
respective size or type could follow and which would cover 
all the major ~blic relatiODS activities of the criterion. 
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This woUld guarantee the bank's entrance into all phases of 
public relations and would produce a nucleous upon which 
the bank could later build with its own ideas. 
4. There is evidently, in the type of banking communities 
studied, no need for a central bank room which is open 
to the public. This is an extravagance and apparently 
serves no purpose since there is a surplus of such meeting 
places. The bank meeting room, as recommended in the 
criterion, should be dropped althgether or recommended only 
for small communities. 
Additions to the Criterion 
1. Banking associations on both the state and national level 
should provide more specific services for their members, 
such as consultation, programming, evaluation, advertising 
and media assistance through prepared material. 
2. Banking associations should produce a practical reward 
or achievement plan for employee participation in business 
development. 
3. A program should be established, under the direction of 
the banking associations, whereby banks in large 
colllllUlli.ties, such as Boston, would be able to participate 
on a group basis in activities which they cannot conduct 
individually. Examples of this would be institutional 
advertising, school programs, education program, group 
tours, and speakers bureaus. 
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INTERVIEW SCHEDULE 
1. Who is directly responsible for the bank1 s public relations? 
Title -
2. What other activities and responsibilities do you have? 
{List) 
3. To whom are you directly responsible? 
(Organization Chart) 
4. Does the public relations department have the full support of top 
management in the bank? 
Check: 
President 
Officers 
Directors 
Stockholders I 
A. Are there any commi. tte~s of directors or officers which deal with 
1
1 
public relations? 
I 
lj 
I' 
5. Are there regular reports on pllli:>lic relations made to top managem:mt? 11 
(Describe) 
6. Do you take part in pOlicy making decisions? 
(Describe) 
7 • What are the duties and responsibilities of the public relations 
department? 
(Describe and list) 
a. What are the objectives of the public relations department? 
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9 • Does the bank have a planned public 
10. In setting up the program, did the bank: 
A. Study the community and its banking needs? 
B. Study bank goals and services? 
c. Consider competition? 
(Describe methods) 
11. Does the bank have a continuing research program in connection 
with the planning and direction of its public relations program? 
(Check methods used) 
Customer questionnaires 
Personal interviews 
Staff meetings 
Opinion polls 
Employee attitude surveys 
other 
-------
12. Who carries out this research? 
A. Centralized operation. 
B. Specialized operation. 
c. Outside help. 
13. Could you give me a definition of what you consider banking public 
relations to be? 
14. What do you consider the major public relations problems facing 
banking today? 
15. What particular local public relations problems do you face? 
16. Is the public relations department set up so that it can cut 
across departmental lines in order to review and direct all 
aspects of the bank in the light of public relations? 
17. Are the officers and employees of the bank aware of their part in 
the bank's public relations? 
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18. ·no you think the public thinks better of your bank than other banks !1 
in the area? lj 
!, 
II 
19. How do you feel your bank compares public relations-wise with other 1~ 111 commercial banks in the area? 
II 
20. How do you, personally, think you can better the bank's public 
relations? 
II 
II 
I' 
21. Does the bank anticipate an expansion of public relations activities11 
remain about the same, or cut back? 
22. When was public relations first engaged in by the bank? 
23. How many employees are assigned directly to public relations work? 
A. How were they chosen? 
B. What is their function? 
24. What was your background before assuming the duties of public 
relations director for the bank? 
A. Public relations 
B. General banking 
C. Advertising 
D. Other 
-----
25. What training have you had in public relations? 
26. Does the bank ever use outside public relations counsel? 
27 • Does the bank ever obtain public relations assistance from banking_ 
and financial associations? 
(Describe) 
I 28. Does the bank have a public relations budget? 
A. How is the budget derived? 
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EMP:WYEES Number of employees 
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29. Does the bank have an employee relations program? 
{Describe) 
30. Who is in charge of this program? 
31. Does the public relations department assist in the hiring and 
interviewing of employees? 
32. Does the bank have a plan for seeking and hiring employees of high 
caliber? 
(Describe) 
A. Are these employees local or non-local~ 
33. What do you (the bank) thirik the employees want most from their 
job? 
34. How are the bank's employees selected? 
A. Interviews 
B. Formal education 
c. Testing 
D. Experience 
3.5. Once an employee has been hired are there periodic reports made 
on him to evaluate his work? 
36. Does this evaluation include a rating upon public relations made 
by an evaluation of how he deals With customers? 
31 • When an employee leaves the bank is there an attempt to discover 
why? 
A. How is this done? 
38. Does the bank have an orientation program for new employees? 
-----
I, 
I' 
.j 
I' II 
il 
'I I! 
I' 
.I 
•I 
II 
I 
I 
li 
II 
II 
II 
II 
I 
II 
II 
I 
I 
I 
I 
II 
II p ji 
II II 
il jl 
,I 
II 
II 
II 
lj 
II ~~==~~===(De==s=cr=i=b=e=)============================================~======== 
II 
II 
II 
I' !I 
'I 
.. 
li 
;I 
II 
Check list: 
Departments 
Physical layout 
Bank business 
Relationship to 
other banking 
institutions 
Bank history 
Organization 
Tour 
Services Bank's place in conmunity 
39. Does the bank have a training program? 
(Describe) 
A. Who is in charge? 
40. What are the objectives of the program? 
41. How is the training conducted? 
Check: 
On the job 
Rotation through departments 
Commit tee work 
Courses of instruction 
42'. What type of material is covered in the training program? 
Check: 
Job orientation 
Historical background 
Departmental organization 
General policies 
Employee benefits 
Face-to-face contact 
Bank's responsibilities to employee 
Employee's responsibility to bank 
Courtesy 
Dealing with customers 
Letter writing 
Use of telephone 
Advertising 
Public relations 
43. Is there a training program for officers? 
(Describe) 
44. Does the bank encourage outside instruction and training? 
(Describe) 
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45. What methods does the bank use to communicate to the employees? 
(List) 
46. Does the bank use employee handbooks and manuals? 
47. Is there an employee publication? 
(Describe) 
48. Does the bank hold staff meetings with employees? 
• 
(Describe) 
Check: 
How often 
Company time 
Lorig range program 
Visual material 
Group discussion 
Interesting and informal 
Special effects 
49. Does the bank have a suggestion system? 
(Describe) 
Check: 
Recognition 
Reward 
Action 
Appreciation 
50 • Does the bank use bulletin boards? 
(Describe) 
51. Does the bank use payroll inserts? 
{Describe) 
52. Does the bank conduct employee attitude surveys? 
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53. Does the bank sponsor any type of clubs or organizations for 
employees? 
(Describe) 
54. Does the bank have a regular promotion policy? 
(Describe) 
55. Will the bank advance a person outside of this policy if they are 
considered worthy? 
(Describe) 
56. Does the bank have a system of incentives and rewards? 
(Describe) 
Check: 
Pension plans 
Profit sharing 
Bonus plans 
Insurance 
Accident benefits 
Vacation plans 
57. Does the bank have machinery for settling grievances? 
(Describe) 
58. Is employee turnover high or low? {Reasons) 
59. Is there a mandatory retirement age for employees and officers? 
(Describe) 
60. Is there a mandatory retirement age for directors? 
(Describe) 
STOCKHOLDERS & DIRECTORS Number of each 
---
61. Does the bank have a program of director and stockholder relations? 
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(Describe each) 
62'. Who is in charge of these programs? 
63. Does the bank encourage the directors and stockholders to use the 
bank's services and help in business development? 
(Describe) 
64. Are directors and stockholders encouraged to comment on bank 
services and employees, and to offer suggestions.and criticisms? 
(Describe) 
65. Does the bank survey directors and stockholders to determine what 
they know about the bank and whether they use the bank's services. 
(Describe) 
66. Is there a year-round stockholder 1 s program? 
(Describe) 
A. Number of meetings? 
B. Attendance at last meeting? Previous meeting? 
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67 • Does the bank maintain a personal file on each stockholder? .1 
68. What ..,thods does the bank use to keep their stockholders inforned? II 
I Check: 
Bulletins 
Annual Reports 
Interim reports 
letters 
Meetings 
69. Is there an attempt to make stockholder meetings interesting? 
(Describe) 
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10. Are meetings ever centered around social affairs? 
(Describe) 
71. Are letters sent to new and retiting stockholders? 
72. Are stockholders recognized for accomplishments achieved outside 
the bank? 
73. Are directors encouraged to participate in the bank's public 
relations program? 
(Describe) 
(Obtain copy for study) 
II ll 
75. Is the annual report used as a public relations tool by distribut:bng 11 
it to others in addition to stockholders? jl 
Check: 
Important customers 
Prospective customers 
Business leaders 
Employees 
CUSTOMERS 
II 
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76, Does the bank have a planned public relations program for custoloors? I 
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Ill A. Determine customer potential? 
(Describe) 
77. What are the objectives of this program? 
(Describe) 
78. Does the bank use research to: 
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79. Does the bank have a program for training employees in customer 
relations? 
(Describe) 
80. Who is in charge of this program? 
81. How does the bank handle new accounts? 
(Describe) 
Check: 
•New account" desk 
'Who opens account 
Tour of bank 
Introduction to teller 
Introduction to officers 
Service information 
Background on customer 
82. Does the bank have an information desk or receptionist? 
83. Does the information desk keep a record of inquiries and services 
performed? 
84. Is there a supply of material such as checkbooks, deposit slips, 
booklets, etc. available at the desk? 
85. Is public relations a consideration in setting up the bank's 
services? 
(Describe) 
86. Does the bank have: 
A.. Customer parking? 
B. Drive-in or curb banking? 
c. Night depository? 
D • Bank by mail? 
E. Extra hour banking? 
87 • Has the bank ever undertaken a study to determine if banking 
hours are satisfactory with customers? 
'I 
I 
I 
II 
li 
'I 
II 
II 
'I 
J 
II 
I 
I 
r 
I' 
I 
II 
1! 
II 
II 
II 
II I· 
II 
,I 
II 
II I! f" (Describe) :' 
-- ~===*==========================··=-==============~===== 
88. Does the bank have branches? 
A. How were the sights for these branches selected? 
89. How does the bank's services compare with those of competitors? 
90. Does the bank have a system for handling customer complaints? 
Check: 
A. Is there a set procedure? 
B. Are personnel trained in -handling complaints? 
C. Are all complaints, and the handling thereof, reported 
to the public relations department? 
D. Does the bank use complaints as a guide to important 
changes and decisions? · · 
91. Do you feel the bank's quarters are appealing and inviting, and 
designed for the convenience of the customers? 
{Describe) 
92. When was the last time the bank was remodeled: 
A. Inside? 
B. Outside? 
c. What was done? 
93. Does the bank have plans for future remodeling or redecorating? 
94. AN ANALYSIS OF BANKING QUARTERS WILL BE MADE BY THE INTERVIEWER 
BASED ON THE CRITERIA SET UP IN THE LITERATURE. 
95. Does the bank have a business development program? 
(Describe) 
96. What part does the public relations department play in this? 
(Describe) 
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(Describe) 
COMMUNITY 
99. Does the bank have a community relations program? 
(Describe) 
100. Who is in charge of the program? 
101. Does the bank conduct surveys to determine community attitudes 
and wants? 
(Describe) 
.. 
~2.. Does the bank cooperate in all worth-while community activities 
regardless of who sponsors them? 
A. Could you name some of these? 
103. Does the bank have any special activities which it sponsors itself? 
104. Does the bcnk contribute to local funds and drives? 
10.5. Is there a plan for such contributions? 
(Describe) 
106. Does the bank encourage employees and officers to participate in 
outside clubs and organizations? 
107. Does the bank reimburse individuals for expenses incurred in 
membership to such broups if the membership is beneficial to 
the bank? 
109. Is the bank building itself used for community activities? 
(Describe) 
110 • Has the bank ever staged an open house? 
A. How often? 
111. Does the bank conduct tours? 
(Describe) 
112 • Who is in charge of these tours and how are they planned? 
A. Who conducts them? 
B. Are they arranged and staged for the particular age group? 
113. Does the bank have a speakers bureau? 
(Describe) 
114. Does the bank actively solicite opportunities to speak? 
115. Who is in charge of the speakers bureau? 
116. Does the bank encourage employees and officers to take public 
speaking courses? 
117. Does the bank have a school program? 
(Describe) 
Check: 
Relationship with school officials 
Relationship with teachers 
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!I Methods Involved: 
11
,
1 Actuil instruction by bank officers and employees li Text books I! 
Non-advertising printed material li 
Films and audio-visual material jl 
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Bank tours 
Work-study programs 
School savings systems 
Scholarships and fellowships 
S~r jobs for teachers 
GOVERNMENT 
118. Does the bank have a program for gover:rlll'ent relations? 
(Describe} 
119. Are all officers of the bank encouraged to take part in political 
activities and to know as many legislative representatives and 
government officials as possible? 
(Describe) 
120 • Does the b ank encourage stockholders and directors to take part 
in the goverment relations program? 
121. Does the bank take an active stand on politics? 
122. Are employees encouraged to participate in political activities? 
ADVERTISING 
123. Does the bank have a planned advertising program? 
(Describe) 
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124. Is the program consistant and carried out on the basis of continu- !• 
ing study? !I 
(Describe) 
A. How does the bank test the effectiveness of its advertising? 
125. Who is responsible for advertising? 
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127 • Does the bank use a local advertising agency? 
A. Does it use syndicate material? 
128. What in particular does the bank stress in its advertising? 
129. Does the bank usually incorporate institutional advertising in 
11 its advertising? 
,, 
130. What types of advertising does the bank use? 
(List) 
A. What is the most successful and most used? 
131. What type of newspaper advertising does the bank use? 
A. How often? 
B. What size ads? 
132. What type of radio and television advertising does the bank use? 
A. How often? 
B. What type of program does it sponsor? 
133. Does the bank use direct mail advertising? 
(Describe) 
134. Does the bank send letters to new residents, new depositors, and 
people who close accounts? 
13.5. Where does the bank get its mailing lists? 
1)6. Does the bank use outdoor advertising? 
(Describe) 
137. What point-of-sales advertising does the bank use? 
(Describe) 
ll· 
.I 
I! 
'i 
1-
,j 
!I 
!i 
r 
.I 
r'\ 
-- =~==~==============================:====================#======== II 
tl 
li 
!! 
li 
H 
li 
II 
!I 
fl 
~: 
I 
I 
,, 
138. Does the bank ever use: 
A. Car cards? 
B. School newspapers? 
c. Trade journals and magazines? 
D. Other local publications? 
E. Novelties? 
F. Special events? 
139. How does the bank select the media in which it advertises? 
(Describe) 
140. Does the bank have an advertising budget? 
141. How is the budget derived? 
(Describe) 
PUBLICITY 
1.42. Who is directly responsible for the bank's publicity? 
Title? 
Other responsibilities? 
143 What are the duties and responsibilities of the publicity man? 
(List and describe) 
144. What is his background and training for the work? 
1145 • Does the publicity man know the editors and staff of the local 
newspapers and the radio and television personnel? 
146. Did he ever offer to help them with the interpretation of 
financial news they receive? 
147 • Does he ever entertain them? How? 
~, 148. Does he tip them off to stories happening outside the bank? 
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150. Is the bank staff conscious of what news is and the value of 
publicity? 
A. How were they informed? 
B. How often do stories come directly from the staff? 
151. Does the bank send specially written news releases to newspapers, 
radio and television stations? 
152 • Does the bank have a system for taking pictures? 
'!· 153. Approximately how many news stories has the bank had in the 
newspaper in the last six months? 
A. How many pictures? 
B. How many feature articles? 
c. How many stories over radio and television? 
154. What areas in the bank are particularly fertile in regard to 
news? 
A. Where are most of the stories derived? 
